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WALWORTH 
DRIVE WELL 
POINTS 


@ Walworth Drive Well Points are made 
from new wrought pipe, galvanized after 
the holes are punched, and with a drive 
plug carefully fitted into a groove under 
hydraulic pressure, to exclude sand and 
dirt. 

@ The Walworth Drive Well Point goes 
straight and true in the direction in which 
it is pointed; the plug is so designed that 
the pipe can’t mushroom or split under 
the force of driving blows. 

@ All Walworth Well Points are carefully 
wrapped in paper, with the threads well 
oiled. @ Packed in lots of either twelve or 
twenty-four, in wooden shipping cases. @ 
@ We shall be glad to send you prices 
and further information. 


WALWORTH COMPANY 


General Sales Offices: 60 E. 42d St., New York 


Walworth International Co. 


Foreign Representative, 11 Broadway, N. Y. 


Walworth Company Limited 
660 St. Catherine St. West, Montreal, P. Q. 


Distributors in Principal Cities of the World 
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LAMSON 
gimlet point 
lag bolts . . a 
fine product 


Great quantities of Lamson 
lag bolts are made and shipped 
daily to all parts of the country. 
Like all Lamson products, these 
bolts are made to a high standard 
of quality. The Lamson label on 
a package of lag bolts means 
what it says—gimlet points are 
gimlet points and threads are 
true and clean. 

Here is an opened package of 
Lamson lag bolts right out of 
stock. Note how square and true 
the heads are: how clean the 
threads are cut. 

No one buys bolts on appear- 
ance alone, but here quality is 
apparent—the camera tells the 
story. Give Lamson bolts any 
tests you like, and compare their 
accuracy and strength with any 
others’ you may choose. Lamson 
bolts in your production will 
reduce assembly costs and speed 
up the work. 

THE 
LAMSON & SESSIONS CO. 


General Offices 
Cleveland, Ohio 
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LAMSON 


& SESSIONS CO. 


CLEVELAND, OHIO 


Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 
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Checking Points 
for the 
Shovel Bu yer 










Hardness and 
Toughness 





. 
y ) Balance 





Tough and Hard 2 y eis 
as They Make ’em 


ERE’S the most ruthless, exhausting test ever devised for shovel 

blades. Four blades are bolted to a power driven wheel which A, Step 
revolves through a steel bin full of granite boulders. Grinding, 
crashing, plowing, the blades get more rough treatment than they 36 


would in years of normal service. 








This novel testing idea was originated by Wood engineers during 
their search for a shovel steel that would outwear anything ever 
made. Following this test the Mo-/yb-den-um steel of the now famous 5 Uniformity 


‘‘Moly” shovel was produced. , 

Again they employed this grueling test to find the hardest and 
toughest steel for “BIG FIST” and THEY FOUND it. This is just 
one of the machines used in the;world’s greatest shovel testing 
laboratories at Piqua, Ohio. 











This test is just one of the ¢ight reasans why Wood Shovels give Service 

everlasting service and are famous with the wholesaler, the retailer Record 

and the man behind the shovel. ms 

Many similar tests are made to keep “Moly” and “Big Fist” up to 

the Wood Standard illustrated by the checking chart at the right. 

THE WOOD SHOVEL AND TOOL COMPANY Reliability 
Piqua, Ohio vi of Dealer 





Wood’s Shovels 
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CONCEALED 
GARBAGE CANS 


The Only Hot-Dip Galvanized 
Underground Garbage Can 


Guaranteed for 10 Years 





Here’s another WITT specialty that is bringing extra profits 
ff [\ 4 i to hundreds of Dealers. 

This companion product to WITT Ash Cans and Garbage 
Pails meets all the requirements of a growing demand for 
more sanitary methods of garbage disposal. 
Quickly and easily installed without expense. It is out of 
sight, odorless and cannot be upset. Built throughout to 
WITT standards to give a lifetime of service. Made in five 
sizes: 5, 8, 12, 15 and 20 gallon capacities. 


WITT CANS AND GARBAGE PAILS 


are fast selling, Better products that are called for by name. 
Nationally known and advertised for years. 


If you are not now enjoying your share of this Better Can business, 
telephone your Jobber today. 


THE WITT CORNICE COMPANY ~ 


Can Specialists Since 1899 
temas ving 2114 Winchell Ave. Cincinnati, Ohio 
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Don’t bet on every horse 
that enters the race 


—only one can win 


Don’t tie up your 
money in compe- 
ting brands. There 
is always one that 
outsells every other 
—concentrate on it. 


7 7 7 


ORBIN dealers have a reputation for making 
more money. There is a reason for it—and 
here it is—in four parts. 


FIRST: Less money tied up in stock. Why? Because 
authorized Corbin dealers don’t bother stocking 
duplicate items. They don’t have to. They know 
—all America knows—that all Corbin items are 
good hardware and that Corbin makes the world’s 
most complete line of builders’ hardware. 


SECOND: Faster turnover and less time wasted in 
filling orders. The Corbin representative who calls 
on you is a specialist. He knows what Corbin 
products are in greatest demand in your territory. 
He shows you which these are—and why. He 
doesn’t try to load you up on any other kind be- 
cause he knows his future depends on yours. 


When you find you need some Corbin ‘tem not in 
your stock, you can get it quickly from Corbin. 
Corbin has taken great pains to win a reputation 
for speed in handling these small “rush” orders. 


Your builders’ hardware 
department is always 
compact, neat, organized 


New York 





P. & F. CORBI 


The American Hardware Corp., Successor 


Chicago 


when you concentrate on 
Corbin. Each item is dis- 
tinctly and uniformly 
packaged, always in one 
place. 


THIRD: Greater profits. 
Most architects, most 
home planners and build- 
ers have been educated by 
long years of Corbin ad- 
vertising to appreciate the advantage of turning to 
the nearest Corbin dealer at once instead of shop- 
ping around. They know Corbin prices are always 
reasonable; that Corbin hardware always gives 
satisfaction; and that Corbin orders show up on 
time. They realize this saves them trouble—and, 
moreimportant, the costly time of high-priced labor. 


Wide World Photo 


By specializing in Corbin you automatically iden- 
tify yourself as the most progressive hardware 
merchant in your town. You share in Corbin’s 
good will. You make more sales, more profit, on 
every working dollar. 


FOURTH: Corbin helps you make sales in other 
departments. Another big benefit of concentrating 
on Corbin is this: Home owners and builders need 
far more than just the Corbin hardware you get in 
their contracts. They must soon have paint, nails, 
stoves, refrigerators, what not. Since they started 
with you on Corbin, they naturally come to you 
for these supplies. Call it habit, friendship, what- 
ever you may—but it means more business to you. 
Yes—it’s good business 
to concentrate on Good 
Hardware—Corbin. 


SINCE NEW BRITAIN 
1849 CONN., U.S. A. 


Philadelphia 
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PENNSYLVANIA- built 


The easiest, safest short-cut 


WIRE US IF THERE’S ANY 
*““HITCH” IN DELIVERY! 
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to greater mower sales! 


There’s time enough yet to join 
the crowd and get your share of 
this safer profit from low-priced 
mowers. Yes, sir, these easy-sell- 


ing PRIMOS Mowers are all 
PENNSYLVANIA-built. Tell 


your jobber you want action! 


PENNSYLVANIA LAWN MOWER WORKS 
1645-65 North 23rd Street Philadelphia, Pa. 


Distributed exclusively by 
HARDWARE Stores and Seedsmen 
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HERE is no substitute for Disston 
Hand Saws... They are more widely 
used by mechanics than all other makes 
combined ... Their leadership today is 
greater than ever before... for Disston 
Hand Saws today are better than ever 


before. 


All Disston Hand Saws are true-taper 
ground, for fast, easy cutting. They are 
thin, yet stiff. Blades are lighter, nar- 
rower, with higher polish, greater beauty. 
Handles, of new design, have the 


Disston weatherproofed finish. 





THE WORLDS FORBBAIS: 


The fifteen numbers in the simplified line 
provide saws to meet every preference 
of the user: Lightweight (ship) patterns; 
Regular (standard width) patterns; skew 
back or straight back, every one reflecting 
the skill of workmanship that made Disston 
the world’s foremost saw makers. 


HENRY DISSTON &SONS,INC 
PRIA eet PHIA, U.S.A 
CANADIAN FACTORY: TORONTO 








SAW MAKERS 
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ARPENTERS 


ighter Blades—Disston skill 
nd experience have produced 
thinner blade, for easier, 
aster cutting. 
‘ The Disston true-taper grind- 
| Sia ing removes all unnecessary 
weight, without making the saw limber. 
Disston now makes saws narrower, thin- 
ner, lighter, to suit the mechanic's pres- 
ent nee 
Saws with tough temper, proper stiffness, 
perfect tension and balance, but lighter. 


“Thin, yet Stif—The thinner a 
Asaw blade is, if it is stiff, the 
better it cuts and the easier it 

x is to use. 

Every new Disston Saw is 
ae thin, yet stiff. Each has the 
correct temper to make it keen and the 
true taper to make it run easy, cut fast. 
In the new Disston Saw, your customers 
get a thin, light blade, stiff and sturdy, 
with Disston true-taper grinding—the 
modern saw for present-day sawing. 


Narrower Blades—The nar- 
rower blades, with the Disston 
true-taper grind, save the 
users’ strength at every stroke. 
They cut faster, run smoother, 
and have better balance. 
There is no strain on the wrist, no drag 
on the arm. Every. blade “follows 
through,”” as never a hand saw could 
before. The user feels the difference at once. 
The teeth are shaped to take hold better, 
bite deeper, retain their keen edges longer. 


= S Higher Polish—Every Disston 
and Saw is given a higher 
olish, a finer finish, than ever 
efore. 
This finish is rich, lustrous, 
beautiful. It reflects the super- 
iority of the Disston Steel from which these 
saws are made. 
The user will realize, more than ever, the 
importance ‘of the words etched on the 
blade: ‘For Beauty, Finish, and Utility 
this Saw cannot be excelled.” 


True-Taper Grind — Accuracy 
in grinding always has been a 
feature of Disston Hand Saws. 


The Disston true-taper grind 

has been improved to give 

still better clearance, better 
dail eer easier cutting. 


This true-taper grind graduates uniformly 
from the cutting edge to the back and 
from the handle to the point. The tooth 
edge is of even thickness from end to end. 


Weatherproof Finish Handles— 
sston Hand Saws all have 
handles with weatherproof 
) finish, more beautiful and far 
® more durable than the finest 

% hand polish. 
The new finish is weatherproof, perma- 
nent, tried and proved. A two years’ test 
exposure outdoors did not affect it. This 
finish seals the pores of the wood and 

prevents warping. 

Hand carved designs have been improved. 
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ONE MAN’S SALE + 


1s Another’s 
‘Purchase 


£ 


- 


I CLOSED the deal” exults the salesman, 
tossing a paper onto the sales manager’s desk, 
“Here’s the order.” 

Meanwhile, in another office across the 
city an executive reports gravely to his chief, 
“I believe it’s a wise purchase. Here’s the 
carbon of our order.” 

To one man a sale, to the other a pur- 
chase; to one firm a receipt, to another a 
disbursement. And so the world of business 
clicks along, wheel turning wheel, cog moving 
cog. Prosperity is born of countless trans- 
actions, each involving on the one hand the 
ability to sell and deliver, and on the other 
the capacity to buy and use. It is as impor- 
tant to prosperity to stimulate the consuming 
capacity of the world as it is to encourage 
its ability to produce. 

A large part of the business paper’s func- 
tion is to stimulate this readiness to buy... 


to tell its readers of 
CN Gly ¥O- 


new equipment,new 
materials, and new 
THIS SYMBOL identifies an 
ABP paper ... It stands 


processes leading 
to greater effective- 
for honest, known, paid 
circulation; straightforward 


ness in manufacture 
and distribution. 

business methods, and edi- 

torial standards that insure 

reader interest... These are 

the factors that make a val- 

uable advertising medium. 


+ + 


‘ll 





In this way the business paper serves a 
threefold purpose. It serves its readers by 
the counsel of that true economy which lies 
in spending money to make money. It serves 
the world by helping to keep the wheels of 
business moving, and it serves its advertisers 
by creating an active market for their wares. 

By performing this function it earns the 
confidence of its readers; it earns its sound, 
paid, audited circulation, and it earns the 
dollars of the advertisers who use its pages. 


This publication is a member of the Associated Business Papers, Inc. 
...@ cooperative, non-profit organization of leading publications in the 
industrial, professional and merchandising fields, mutually pledged 
to uphold the highest editorial, journalistic and advertising standards. 


+ + 


THE ASSOCIATED BUSINESS PAPERS, INC. 


FIFTY-TWO VANDERBILT AVENUE 


NEW YORK CITY 
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“WE'VE PROVED tuat 
POPULAR SCIENCE MONTHLY 


SELLS TOOLS 


... AND HELPS THE HARDWARE INDUSTRY” 





SAYS 


DiISSTON 


Disston, world famous makers of Saws, 
Tools, and Files, knew that Popular 
Science Monthly readers buy and use a 
great number of tools. For a positive 
confirmation of this belief they wanted 
a keyed test. 


So Disston used one of their series of 
page advertisements in Popular Science 
Monthly to make the test. They used a 
full page which could be of interest only 
to tool users—the hardware stores’ best 
customers. In this advertisement Disston 
offered a file handle—at the regular re- 
tail price—to introduce it to the con- 
sumer. The reader was told to try this 
file handle, and then buy more at his 
hardware dealer’ s. 


“In response to this test, more than 
1100 readers of Popular Science Monthly 
sent us cash for file handles within 
sixty days—and more orders are arriv- 
ing daily,’’ said George E. Hopf, Ad- 
vertising Manager of Henry Disston & 
Sons, Inc. ‘“These buyers of file handles 
include every class and type of people 
who work with tools—carpenters, cab- 
inet makers, machinists, electricians, 
plumbers, and men of every craft; bank- 





Founded 1872 


Popular cience 


POTD week eR . 


Accept This Offer from Disston 


“Test”? advertisement of Henry Disston 
& Sons, Inc., as used in Popular Science 
Monthly, and some of the 1100 orders 
received from it in sixty days. 


ers, physicians, lawyers, engineers, 
architects, and amateur mechanics of 
almost every profession. 





‘Further, investigation among the 
responsive readers of Popular Science 
Monthly indicates to us that more than 
30 per cent of these men have home 
workshops. Naturally, such men buy 
far more Disston products than the 
average user. Popular Science Monthly 
undoubtedly increases the demand for 
good tools, paints, and hardware sup- 
plies of every class, thus helping the 
entire hardware industry."’ 





A WAY TO INCREASE 
HARDWARE SALES 


Let us send you a copy of Popular 
Science Monthly, the hardware con- 
sumers’ favorite magazine. See what 
these consumers—your customers—are 
reading about: the electric tools, hand 
tools, precision tools, grinding wheels, 
wrenches, workshop supplies, etc., that 
they prefer because they have con- 
fidence in the advertisements in Popular 
Science Monthly. 


Just mail the coupon: we do the rest. 






Popular Science Monthly, 381 Fourth Avenue, New York. 


Please send, without charge, a copy of the current issue of 
Popurtar ScIENCE MONTHLY to 


A 


Name 


MONTHLY I iE Soc ctcccocscaiceinieess ; 
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‘Pioneer’ is the quality lawn fence with the / 
Weautiful silver satin finish, permanently / 
“,protected from rust, INSIDD by cop- 
* per-content, rust-resisting steel, 
4, and OUTSIDE by a heavy 
‘\& coating of 99%% pure 4 goer 














zinc. Done in attrac- < 4 a 
ss tive designs, its 2 i 
, beauty is as os ; 
=. 
great as its a 





'*" utility. 











Selling “Pioneer” Lawn Fence is merely a matter of selling 
Beauty and Protection. Show your customer how “Pioneer’’ 
adds to the appearance of his home. Explain the protection 
“Pioneer” gives to lawns, flowers, trees and shrubbery. Drive 
home the vital importance of keeping the little children away 
from traffic, roving dogs and other hazards during their play , 

hours. Show him how “Pioneer” gives the kiddies complete A SELLING HELP 
protection. Create a desire for beauty for the home and Cc 

protection for the family and you create “Pioneer” Sales. THAT CLINCHES SALES 


















| il | Pare a a 







Th » i The lawn fence display—originated 

ese are the appeals oe are inna ng sales and profits cas Gch a Sele te an 

for thousands of other “Pioneer” dealers. These are the effective sales-builder. | it shows 

s * . * “Pi “ ttractively that your 

appeals that we are using in our big “Pioneer” merchandising suas ti Ge ae, ee ot 
program. Ask your jobber to show you “Pioneer.” He sell lawn fence FOR you. 


will explain why it is the faster-selling, bigger-profit 
lawn fence. Or write to us for information. 






CONTINENTAL STEEL CORPORATION 


KOKOMO STEEL & WIRE CO., DIVISION, 
KOKOMO, INDIANA. 


ONEER“::° FENCE 
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Prove it. 
good product like 


UNION HARDWARE 


Ball Bearing Extension 
ROLLER SKATES 


and how they will ADVERTISE them. 
Start right—make an attractive window 
display — watch how these popular 
skates will draw men, women and chil- 
dren to your store. 




















ball-bearings; 


Established 1854 








THE RIGHT START 


In play or in business, getting started 
right is half the battle. 


Union Hardware Ball Bearing Exten- 
sion Roller Skates are the right start. 
They help the child to easy .going—the 
dealer to easy sales. | 


Get the children back of:a 


Desire to OWN makes sale after sale. 
Patterns and sizes for all ages. Finest 
self-contained wheels; 
trucks that oscillate on best rubber 
cushions. They SELL. 


All Jobbers handle Union Hard- 
ware Company Skates; write to 
us for a Catalog. 


HARDWARE COMPANY 


Reg. U. S. Pat. Off. 





Torrington, Conn. 


New York Office: 151 Chambers Street 


Incorporated 1864 














No. 4 
For Children ™ 











No. 130 
For Boys 
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In the past eight years Remington 
has developed and produced more 
new cash register features than 
all other companies combined. 


Remington 
Cash Register 
Model 436 














Are You Getting This Information 2 




















Does your present cash register equipment give you 
certified information on: 


I Amount of average sale per customer? 


2 Inventory control for each department or by class of 
merchandise? 


23 Total number of customers served? 


4 Total sales for each department or of each class of 
merchandise? ' 


Remington Registers give you all these and many other 
advantages. 


REMINGTON CASH REGISTER CO., Inc. 
Factory and General Sales Office, Lion, N. Y. 
Subsidiary of REMINGTON ARMS CU., Inc. 


Manuf: ers of Reming Firearms, Ammunition and Cutlery 





THE ONLY WAY TO GET ALL THE REMINGTON FEATURES IS TO BUY A REMINGTON 

















emington, Cash Registers 





©1930 R.C.R.Co. 
Ae acacoen 
lcaiaiestesiaaias 
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customers don’t complain about 





Sargent bright wire 





goods 


Clean, sharp points and threads, 
and extra strength stamp even 
these smallest articles of usual 
Sargent quality. 
* 
THE smallest Sargent article is 
manufactured with care. Points 
are sharp. Threads are clean-cut. 
Screw eyes, screw hooks, brass 
cup hooks, eye bolts—all are 
strongly made and well finished. 
Ceiling hooks, coat and hat hooks 
are sturdy and well braced, made 
in different sizes and various 


finishes. 


f 


Sargent Hardware—builder’s 


»¥, os 


hardware, tools, lock-sets and 


countless other hardware items 


(OF Se pew 2 


offer you the means to a stock of 
quality gaods—and the means to 
a steady profit from articles of 
fullest value. Sargent & Com- 
pany, New Haven, Connecticut; 
94 Centre Street, New York; 
150 North Wacker Drive (at 
Randolph), Chicago, Illinois. 


SARGENT 


LOCKS AND HARDWARE 
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your windows should be 


talking tools right now! 







we've turned the corner of Spring and we will soon be hard at the big 
job of getting seven billion dollars worth of construction work under 
way. New tools by the millions of dollars worth will be needed. Jog the 
minds of your customers with a well arranged window display. Recall 
to the mechanics their tool needs. Register your stock with every pros- 


pective customer that passes your window. 













don't forget the home mechanic either. More settled weather brings a 


hundred odd jobs around the house to light . . . with a demand of their 
own for more tools. Emphasize some of the more common jobs with 
the necessary tools in your windows. Get the householders to thinking 
in terms of tools, screen cloth, roofing material, putty, glass, new fenc- 
ing, and the many other materials that, will be needed for Spring 







replacements. 








but .. . feature tools strongly and review every issue of HARDWARE 
AGE for valuable articles on tools and their effective merchandising. 
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GRASS HOOKS 
( 


— 







° h b | 
Forged, high grade steel No. 1 “Hand Made” 


These hooks Natural black forge finish. 
No. 4 “Perfect’’ Cutting edge polished. 
Forged SCYTHE PATTERN, WILL cut grass Hickory handle stained walnut. 
12 inch ribbed blade 
Polished, blue enamel finish. They are practical tools that anyone can use effectively. 
Detachable handle. PERFECT TEMPER; takes and HOLDS a KEEN EDGE 


Easily re-sharpened. 
Off-set Hickory Handle, Full Grip, Fits the Hand 
Gives PERFECT BALANCE at Proper Angle for EASY CUTTING 


W. C. Kelly “Perfect”? Long Handled Grass Hook 
No. 5 “Perfect”? Forged SCYTHE PATTERN 12 inch ribbed blade, 44 inch handle. 
Polished, blue enamel finish. 


Blade bolted to goose neck malleable shank, at proper angle for 
EASY CUTTING from NATURAL UPRIGHT POSITION 


SCYTHES — 


“Flint Edge” 








Hand forged WIDE HEEL GRASS SCYTHE 
with CRUCIBLE steel cutting edge welded between layers “Briar Edge” 
of mild steel. 
Made in all patterns. HOLDS 


“Briar Edge” KEEN EDGE 


The new method scythe 
Forged from one solid piece high carbon steel, 2 
Entire blade of tempered steel gives extra long service. BUSH SCYTHE 








“PERFECT” 


WEED CUTTER 


NEW tool—NEW easy way to quickly clear away weeds and high grass. 


No experience is required to use it effectively; cuts both ways—with forward 
and back stroke 


Every one who has weeds to clear away should have one of these Weed Cutters. 


A QUICK SELLING ITEM which GIVES ENTIRE SATISFACTION 
RETAILS FOR $1.50 


HIGHWAY COMMISSIONS and RAILROADS will find that in TIME 
SAVED on the job, this Weed Cutter WILL PAY FOR ITSELF THE FIRST 
DAY USED. 

Weight about 234 lbs., complete with 31 inch handle 
Packed: Assembled ready for use. 14 doz. in a package 
Shipping weight, 52 lbs. per doz. 





Order through your Jobber 


KELLY AXE & TOOL CQ., Charleston, W. Va. 
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AMERICAN AUTOS 
Equipped with 


FULL BALLOON 
PNEUMATIC (Non-Skid) 
TIRES 


Mounted on Heavy Duty Ball 
Bearing Wire Auto Wheels 
with Jumbo Chromium Plated 


Hubs and Hub Caps 





Hi-grade guaranteed Federal 


Oversize Auto Tire. One- 
piece inseparable ply fabric 
construction with heavy non- 
skid auto tread. Size 2.50 x 
12.75. Inflates to 25 Ibs. air 
pressure. Carries Standard 
Federal auto tire guarantee, 
covering defective material 
or workmanship. 














Prepare for 


CHILDRENS DAY 
June 2] 


; Emblem of a 
} BUSINESS CHARACTER fj 


| Rice Leaders | 
of Hoe Horld iy 
Association § 
Represents High Standing in 
¢ NAME=PRODUCT~ POLICY ia 


a, 


Vehicles 


To the live hardware dealer Children’s Day for 1930 brings 
visions of increased profits from American Children’s Vehi- 
cles. Three years of experience have taught him that Chil- 
dren’s Day is a huge success. You will find every hardware 
dealer who has pushed American Vehicles for Children’s 
Day, ready and primed for this year’s effort on a bigger 
Greater preparations are being made all 
over the country. Children’s Day is becoming the biggest 
of all special days of the year—for children always come 
first in the hearts of all. 


scale than ever. 





New York, 5th Ave. Bldg. [he American 








Five FACTORIES,* TOLEDO, OHIO, U.S.A 

















Netronal fampany Chicago, American Furniture Mart 
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Your customers’ money 
can buy no finer furniture 


enamel than Murphy Da-Cote 








This new Murphy Da-Cote Enamel 
Panel Rack helps sell—and acts ag a 
convenient color card. It measures48 
inches high by 24 inches wide. If you 
have not received your Da-Cote Dis- 
play, please get in touch with us. 


SS 


H 


.< 
6 
\ ‘ e 
\ oO > 
aN 
ee 





When your customer puts his or 
her good time behind the brush, it 
takes just as long to do the job with 
an ordinary enamel as it does with 
a very fine one. 

The real difference is that the 
finer the enamel the finer the finish. 
Which brings us right down to 
Da-Cote. 

Da-Cote is a supremely fine enamel 
—there is none finer. Yet it is a 
quick dry. No sacrifice has been 
made in brilliance of finish, free- 
dom from brush marks or durability. 

Whether for inside or outside use, 
your customer gets a job that is a 













Murphy 


De-cote Enamel ° 


Recommend this furable and 
brilliant quick-dry furniture enamel 


credit to Da-Cote and a credit to the 
dealer who sells it. Da-Cote is a good 
will builder—for us, but even more 
so for Da-Cote dealers, because you 
have many other things to sell to 
those customers who have been so 
favorably impressed by Da-Cote. 
Quality does pay in the long run. 
And in enamel you cannot do better 
than to look upon Da-Cote as your 


quality enamel. 
MURPHY VARNISH COMPANY 
Newark Chicago San Francisco 


ESSEX VARNISH COMPANY, NEWARK 


(Associate Company) Baking Material Specialists 
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the WINNERS 


and Honorable Mentions 


We are pleased to announce the 
winners and honorable men- 
tions ineach of the eight groups 
into which entries were divided 
in the 1930 Eagle Modern Wall 
Finish Contest. The three win- 
ners in each group, except’ the 
Apprentice Group, received 
silver cups and ribbons. The 
winners in the Apprentice 
Group received gold, silver and 
bronze medals. 


We wish to thank the great 
many painters whose enthusi- 
astic cooperation made this 
year's contest the most success- 
ful and helpful we have yet had. 





nnouncing 


Ml 


in the 1930 





Eagle Modern Wall Finish Contest 


®@ Wall and Ceiling Panels 


1, Paul A. Viertel, 782 Siebert St., Columbus, Ohio. 

2. C. Reese, c/o H. A. Hall & Co., 922 E. 1st St., Duluth, Minn. 
3. Yvonne Noel Stage, 420 W. Ferry St., Buffalo, N. Y. 

H. M.* F. A. Leekley Co., 1311 Third Ave. So., Minneapolis, Minn. 
Richard Hinke, 016 Alger Ave., Milwaukee, Wis. 

Olaf Gottschalk, 1933 S. 51st St., Omaha, Nebraska. 

Louis M. Edwards, 615 St. Mary's St., San Antonio, Texas 
John T. Bell, 3827 Michigan Ave., Louisville, Ky. 

Fred R. Schaefer, White Cross Hospital, Columbus, Ohio 


or 5 pp a 
SSKEKE 


@ Apprentice Division 


1, William Esch, 3833 Mohawk St., Detroit, Michigan, 

2. Henry Benken, 725 E. Gray St., Louisville, Ky. 

3. George E. Kniess, 3025 Algonquin Pky. Sherd. Dist., Toledo, Ohio 
H. M.* Harry Robinson, 61 Brook St., Manchester, N. H. 

H.M. August J. Reiter, 2824 Highland Ave., Cincinnati, Ohio 
H. M. Elmer Kayser, 511 §. Crawford Ave., Chicago, Illinois 

H. M. Louis Miller, 37 Lanark Ave., Newark, N. J. 


®@ Decorators Sketches 


John Helmes, 1700 Fifth St. N., Minneapolis, Minn. 

. A. Hervin, 1294 Thomas St., St. Paul, Minn. 

Underleiter, 565 Harrison St., St. Paul, Minn. 

.* August Merkle, 1805 First Ave., North, Fort Dodge, Iowa 
Wright Painting & Decorating Co., Nakomis, Illinois 
Alfred M. Pitts, The Highlands, Cumberland, Md. 
Thiessen Decorating Co., 608 Chestnut St., Fremont, Ohio 
Norman F. Anderson, 225-20th St. S. E., Mason City, Iowa 
Chas. E. Witzerman, 100 W. High St., Bryan, Ohio 


KEEEEEEO} 


& 
2. 
3. 
H. 
H. 
H. 
H. 
H. 
H. 


® Stipples, Glazes, Mottles, Blends 
1. Jos. L. Eglberger, c/o W. W. Lawrence & Co., W. Carson St., 
Pittsburgh, Pa. 

2. S. O. Kirkham, 106 Huttig Ave., Fairmount Sta., Kansas City, Mo. 
3. Justice M. Crowley, 226 Hudson St., Storm Lake, Iowa 
H. M.* Fred Whitmore, Box 194, Clinton, Wisconsin 
H.M. John A. Fales, 3 Purchase St., Milford, Massachusetts 
H. M. Edw. Robson, 151 Homer St., Marion, Ohio 
H. M. Ralph W. Pickett, R. No. 1, Durham, North Carolina 
H. M. Stanley'J. Pohl, 6104S. Marshfield Ave., Chicago, Illinois 


*—Honorable Mention. 


@ Pictorials 


1. §. L. Ford, 95 Chaplin Ave., St. Catharines, Ontario, Canada 

2. Frank A. Lundahl, 170814 Third Ave., Moline, Illinois 

3. Emil Weise, c/o Weise Bros., 288 So. Van Dien, Ridgewood, N. J. 
H, M.* Frederick M. Crewdson, 228 Pierpont St., Rochester, N. Y. 
H. M. Samuel T. Dickensen, 1029 Connecticut St., Lawrence, Kansas 
H. M. George Collet, 1867 Cass Ave., St. Louis, Missouri 

H.M. Andrew Hartmann, 1177 W. Eldorado, Decatur, Illinois 
H.M. John T. Bell, 3827 Michigan Ave., Louisville, Ky. 


@ Marbling and Graining 


1. Alex Wennberg, 202 Ida St., Joliet, Illinois 

2. Carl Eybers, 936 S. Newtofi St., Sioux City, Iowa 

3. George Josten, 415 State St., Milwaukee, Wisconsin 

H. M.* Albert D’Apice, 13 W. 24th St., Chicago Heights, Illinois 
Sam Illingworth, 224 N. Brighton, Dallas, Texas 

Soren Jenson, 3300 Madison St., Wilmington, Delaware 
Frank E. Olson, 545 Park Avenue, Manistique, Michigan 
Carl W. Dabelstein, 719 Charlotte St., Utica, N. Y. 


SE pe pe 
KEES 


@ Bath and Kitchen Treatments 


1. Stephen Bennett, 1991 Bennett St., Dubuque, Iowa 

2. William Haack, 39 N. Kensico Ave., White Plains, N. Y. 

3. Lee Savage Paint & Glass Co., Inc., 312 E. McDaniel St., Spring- 
field, Missouri 

H. M.* Ralph D. Green, Syosset, L. I., N. Y 

F. A. Leekley, 1311 Third Ave. So., ‘Minneapolis, Minn. 

A. B. Howard, P. O. Box 503, Sandwich, Illinois 

. Glenn D. Swingh, Lake Ariel, Pennsylvania—R. F. D. No. 2 

C. J. Johnston, 3619 Vincent Ave., Minneapolis, Minn. 

Alex Wennberg, 202 Ida St., Joliet, Illinois 


mm mm; 
SEEEE: 


e 
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exture Finishes 


Russell Gross, 3551 N. Sydenham St., Philadelphia, Pa. 

ohn Roeland, 105 Second St., Merrill, Wisconsin 

‘ . Ben Stanz, Altura, Minnesota—Box 63 

. M.* John W. Reich, Madelia, Minnesota 

.M. Matt Doherty, 1422 Clarke St., Milwaukee, Wisconsin 
Wm. E. Hymes, 2285 Davidson Ave., New York City 
Albert M. Bloch, 1102 Morphy St., Great Bend, Kansas 

F. A. Leekley Co., 1311 Third Ave. So., Minneapolis, Minn. 


venue 
~ 
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The Eagle-Picher Lead Company @ 134 North La Salle Street, Chicago 
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feist.Grade Paint 
2s. 2nd.Grade 


“300 painters end dealers from50typ 
ical cities give figures resulting in 
these averages and comparisons: 
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‘Cheap Paint 
Humbug” 


Competition 


WAT the“Cheap-Paint Hum- 
bug” in your community 
with this Cost Chart! Show 
your paint customers the real 
truth — how cheap paint may 
“save a little on first-cost, but 
does positively cost $283.55 more 
than quality paint in five years! 
Get these facts to your paint 
buyers, and you'll have the big 
profitable permanent paint 
business of your community. 
Write today for details of 


special Dealer Proposition * 
—and booklet “Swat the 
Cheap-Paint Humbug.” 














Newark, N. N. J., Portland, Ore., Los Angeles, Cal. 
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Me. ORLANDO OTT of Onaway, Mich., started 
his prize-winning letter in the recent $1000 Whiting- 
Adams contest with this startling statement: “We have 
decided to stop selling paint. The majority of our cus- 
tomers are men and women who do their own painting — 
and they are more interested in results than paint. So we 
have started to sell results, not paint.” 

The first move this progressive dealer makes on a sale is 
to learn all about the job. Then he recommends the best 
method of doing it and carefully describes each step. He 
specifies a good brush as a necessary tool in achieving 
satisfactory results. We'll let him conclude in his own 
words. 

“And selling results means giving every assistance neces- 
sary to get the perfect picture the customer has in mind. 
A good brush is essential to get the results which make 
satisfied customers. So we sell good brushes because we’re 
not selling paint — we're selling results.” 

Maybe you are selling results, too. Whether you are or 
not, good brushes will help your paint department. You 
can depend on the quality of Whiting-Adams brushes, 
accepted as standard for 122 years. 








_peRCREO IMR NS 
WHITING 
VAN 


A 
WW, 1808 


BRUSHES 





Results achieved 
on same surface 
with same paint 
—but applied 
with a Whiting- 
Adams brush. 
Notice even ap- 
plication, nodirt, 
no bristles. 





Kecialia bur 


“WE HAVE 
DECIDED TO STOP 
SELLING PAINT!” 


A_ photographic 
study of results 
secured by ap- 
plying good 
paint with a 
cheap brush. 
Notice loose 
bristles, dirt, 
and uneven 
spread. 





WHITING-ADAMS 
COMPANY 


690-710 HARRISON AVE., BOSTON, MASS. 


BRUSH MAKERS TO THE PAINT INDUSTRY SINCE 1808 














HARDWARE AGE for May 15, 1930 23 


APOLIN Speed FINISHES 


> 


far out-sell all others” . . 


says MR. M. HOWE 
, of Canton, N. Y. 





‘e6 








\ V hen “Speedy’’ presented his 
card at the Chas. P. Howe 


Hardware Store, 53 Main 
St., Canton, he was rewarded 
with another instance of 
SAPOLIN’s amazing turnover. 





“Why, we sell so much more of SAPOLIN products than of any other brand,” 
said Mr. Howe, ‘‘that we’ve already dropped one line of varnish from 
our line. We'll soon eliminate some of the other enamels, too, because SAPOLIN 
is so much better... We know that SAPOLIN Speed Finishes constantly 
bring us new customers who come in on the recommendation of their friends.”’ 


7 7 7 


It’s nothing new for these quick-drying SAPOLIN products to shove 
their rivals off a dealer’s shelves. It’s happening everywhere . 
For it stands to reason that when a merchant finds his customers 
buying larger quantities of SAPOLIN than of any competing brands, he 
plays ‘‘the favorite’’ s/raight—every time! 

In every phase of SAPOLIN merchandising and advertising cooperation, 
we are making it our business to make business for you! .. . If 
you’re interested in getting your store out in front, take the first 





step in that direction—via the coupon route! 


P GaN 
SA OLIN $e" 9 1 am “SPEEDY” 
ey am y % 


GLOSS FINISH SPEED ENAMEL the new Home Decorator! 


Dries Glass-Hard in Four Hours! 
SAPOLIN CO., Inc., 229 East 42nd St., New York 


Gentlemen: I am a dealer and you'll have to prove it to me! Send 
me a full-size can of SAPOLIN Speed Enamel (state color) without 


Fast enough for quick results — 
charge or obligation and I’]] tell you what I think of it. 


slow enough to handle easily. 
In 17 beautiful modern colors; 


also Black and White. 





Name of Store 





Address 





Cin 
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Mr. Webster, 








here’s a new word 


for 


YEA 


(1) 


HIS word YEARAGE isn’t in the 
Dictionary. Yetit’s already known 
to thousands of people and, in a few 
more months, will be a familiar 
word to some 15,000,000 prospective paint-buyers. 
For the phrase “YEARAGE—the only sound 
basis on which to buy paint,” is displayed in every 
one of the convincing Devoe’s advertisements that 
will make the readers of the Saturday Evening 
Post, other magazines and radio listeners stop, 
look and think about paint. 

These millions of home-owners will be told that 
Yearage is to paint what mileage is to tires .. . that 
Devoe lasts from one to three years longer than 
any other paint they can buy. . . that Devoe is the 
best paint buy in the world! Become associated 


(2) 


your Dictionary 


v 
Vv 


AGE 






the only sound basis on which to 
buy paint. 


the only sound basis on which to 
sell paint. 


with Devoe, and you become associated with Year- 
age. Sell Devoe and you have the greatest story ever 
offered to the paint dealer. Feature Devoe and you 
cash in on the smartest advertising campaign that 
ever appeared above a paint manufacturer’s name. 

Devoe & Raynolds Co. Inc. offers a complete 
line of paint and varnish products—each a leader 
in its class. Learn more about these products. Let 
us tell you the complete Devoe story. Write to 
Devoe & Raynolds Co. Inc., 1 West 47th Street, 
New York City, for the best paint proposition you 
ever saw or heard of! 


DEVOE & RAYNOLDS Co.. INC. 


New York City 


1 West 47th Street . . 
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CANTON CRACK FILLER 


A New Mineral Filler 
by the Manufacturers of Plastic Wood 











Mix it With Water. 


It Dries to a Natural Wood Color 
It Hardens Rapidly 
It Does Not Shrink 
It Is Economical and Lasting 


_ meet the need of painters, carpenters and house- 
holders who want a quick, practical and economical 

filler for larger holes and cracks where a wood filling is 

not essential, we have brought out this new product— 


Painters will undoubtedly be your largest purchasers, 
and we will be advertising in magazines to directly reach 
them. Tests of the new Canton Crack Filler have proven 
so satisfactory that there is every opportunity for you to 
create a steady profitable market among painters, and at 
the same time appeal to carpenters, and to the house- 
holder for work at home. 


CANTON CRACK FILLER 


“The Best Thing Next to Wood” 


It comes in powder form. Mixed with water it forms a 
paste that hardens rapidly, adheres firmly and dries to 
the color of natural wood. It is easily sanded smooth, and 
takes paint, varnish, stain or other finish. It does not 
shrink when drying. 


Canton Crack Filler is packaged in cans of the same 
general coloring and display value as Plastic Wood, in 
three popular sizes— 

TWO POUND CAN................ Each $.50; Per Dozen $6.00 


ONE POUND CAN...........0000+ a “ 3.60 
FIVE POUND CAN.................. * he * “12.00 


Packed 12 cans to a carton 
Dealer’s Discount 33 1/3% 


Carried by Paint and Hardware Wholesalers 


ADDISON-LESLIE CO., Manufacturers « 1 BOLIVAR ST., CANTON, MASS. 


Introductory Offer—to Sept. 1, 1930 
One Extra Can With Every Dozen 


To ADDISON-LESLIE CO., 1 Bolivar Street. Canton, Mass. 
Kindly ship and bill through the following wholesaler 


Name 


.... Address 








Canton Crack Filler as per your Introductory Offer 


13 2-lb. cans—$4.00 


13 1-lb. cans—$2.00 13 5-lb. cans—$8.00 


(Scratch out items not desired) 


Address 





Name of Store 
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For breaks or cracks in 
plaster walls .. ., you 
can safely recommend 
Pecora Perfect Patch- 
ing Plaster. Made to a 
superior formula but 
costs no more. 2%, 5, 
8 and 15-lb. cartons. 
Write for sample and 
prices. Pecora Paint 

Company, 4th Street and 

Glenwood Ave., Phila- 
delphia. Established 

1862 by Smith Bowen. 








LINGERWETT 
REMOVE 


We stand squarely back of every can 
of Lingerwett Remover with an uncondi- 
tional guarantee. 


Strong full page advertising continues, 
month by month, to create an increasing 
demand for America’s largest 
remover. 


THE WILSON - IMPERIAL CO. 
Newark, N. J. 


selling 















Ge ye 






lO%g fet nn 


| Sells fast 


4 BRUSH-NU COMPANY ,. 






STATES and CANADA 





BALTIMORE MARYLAND | 
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== /MA\ DIXON'S 


it MAINTENANCE FLOOR 


































PAINTS 


all purpose 

















WOOD 
CEMENT 
CONCRETE 
LINOLEUM 
COMPOSITION 













FACTORY 


Dixon’s Maintenance Floor Paints are “all-purpose” in char- 
acter—will effectually assist the dealer in reducing stock and 
cutting investment in shelf goods. 


Made in 8 Colors—Dry in 6 to 8 hours 


Write for Special Deal No. 40 BF 
and Color Cards 


Paint Sales Division 


JOSEPH DIXON 
CRUCIBLE COMPANY 


Jersey City eX New Jersey 


Established 1827 


CH srruce 


A Ladder for 
Every Purpose 
With the RICH Line you 


can take care of the lad- 
der requirements of every 


ven sai RICH Ladders meet the growing demand for better lad- 
xtension Ladders . - 
Sentiguel’ Ladders ders. They are light weight, strong, SAFE. That is why 
Fruit Pickers Ladders hardware dealers with the Rich line enjoy increased lad- 
Step Ladders @ 
Fever ‘Hangers and Dove- der sales and profits. Our complete catalog and prices 


rators Rodded Ladders : . x 
will be mailed upon request. Write. 
Platform Ladders d 


Painters Trestles 


v THE RICH PUMP & LADDER CO. 





We Pay the Freight Cincinnati, Ohio 


TRADE MARK 
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e PAINTERS IN EVERY |C ) 
use DUTCH BOY WHITE LEAD 


f According to an impartial, country-wide survey } 





OR years the name Dutch 
Boy has represented the 
highest standard of quality 
and reliability in white lead. 
Today 8 painters in every 10 
use Dutch Boy—a preference 
that assures you a steady de- 
mand not only for Dutch 
Boy White Lead, but also for 
linseed oil, flatting oil, tur- 
pentine, drier, etc. 

Dutch Boy White Lead, ob- 
tainable both in heavy paste 
form and soft paste form, 
is pure white lead. Comes 
in 100 pound steel kegs, 50, 
25, 12% pound steel pails. 
As a guarantee of purity, 
the Dutch Boy trade mark 
is on every keg. 





. NATIONAL LEAD COMPANY 


New York, 111 Broadway; Buffalo, 116 Oak St.; 
Chicago, 900 West 18th St.; Cincinnati, 659 
Freeman Ave.; Cleveland, 820 West Superior 
Ave.; St. Louis, 722 Chestnut St.; San Francisco, 
2240-24th St.; Boston, National-Boston 
Lead Co., 800 Albany St.; Pittsburgh, National 
Lead & Oil Co. of Pa., 316 Fourth Ave.; Philadel- 
phia, John T. Lewis & Bros. Co., Widener Bldg. 
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Zinc Oxide and Lithopone in Paint 


—To the painter it means real jobs 


—To the paint dealer it means satisfied customers. 












AINTS containing the zinc pigments— Zinc Oxide and ‘’Albalith” Lithopone— 
p* profitable paints to use and profitable paints to sell. ¢ The master painter— 
the progressive master painter who knows his materials—can always make a profit 
with Zinc Oxide and Lithopone base paints. ¢ He knows that covering power 
in paint is paramount. In these paints he gets the kind of covering power 
that only Zinc Oxide and Lithopone can give. @ His white jobs are 
better—he knows the reputation Zinc Oxide and Lithopone have for 
whiteness. They stay white because there is no kind of weather that 
can darken these paints. @ Tints—they’re clearer and brighter— 
and how they last! @ His customers recommend these paints for 
durability, too. Zinc Oxide and Lithopone paints have a 
smooth, tough film which out-lasts ordinary paint films. 

The progressive paint dealer sells paints containing 


Zinc Oxide and Lithopone. And he is using these 
excellent selling points to increase his paint profits. 








The 
New Jersey 


Zinc Oxide oom 


New York 


Flite 
Allbalith Lithopone 


in Paint 


New Jersey 
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STANDARD 
For 75 Years 


ILLEY 


LADDERS 


Step Ladders 











Straight Ladders 
Orchard Ladders 
Extension Ladders 
Ladders for Window 
Cleaners 
Trestles 
Extension Planks 
Toothpick Stages 
Swing Stage 
Platforms 
Scaffolding 
Interior Scaffolding 
Adjustable Jacks, 
etc. 


TILLEY 
SPRING LOCK 


Extension Ladders 


as illustrated are in a 
class by themselves. 


There are many 
spring lock extension 
ladders on the mar- 
ket, but for positive 
automatic action in 
all positions you 
should have 


TILLEY SPRING 
LOCKS. For Paint- 
ers, Tinsmiths, Car- 
penters, Masons, 
Factory or Farm 
use. They are well 
designed, tightly 








fitted and durable. 


SAFE STURDY RELIABLE 


(Write for illustrated catalogue and prices) 


The John S. Tilley Ladder Co. 


Watervliet, New York 
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What 
Greater 
Proof? 


In just eight short years the 
Damascus Steel Products Cor- 
poration has grown from an 
idea to a full-fledged manufac- 
turing concern of national im- 
portance. 


The products of this concern— 
Dasco Tools and Cutlery—are 
sold by thousands of retailers in 
the United States and Canada. 
Sales have increased year by 
year. Growth has been fast, 
healthy, positive. 


What greater proof of quality 
and value could the shrewd 
buyer ask? Only an outstanding 
line could merit such accept- 
ance. 


ASC 


Tools and Cutlery 


When a “Dasco”’ salesman calls, be sure to 
see the whole line. It sells readily and pays 
good profits. 


DAMASCUS STEEL PRODUCTS 


CORP. 


ROCKFORD, ILLINOIS, U. S. A. 
Branch Offices and Warehouses 


94 S. Broadway, Denver, Colorado 

328 Holladay Avenue, Portland, Oregon 
478 Tremont Street, Boston, Massachusetts 
149 Church Street, New York City 
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You can’t get away 


from SERVICE 


The largest Company-owned 
truck service organization in 
the world is “just around the 
corner from everywhere” 
ready to serve International 


Trucks. 








All over the United States and Canada there are 
Company-owned branches waiting to wait upon 
International Trucks. There are 161 of these 
branches in the United States alone, and 19 in 
Canada. 


No matter whether you operate your Interna- 
tionals in Connecticut or California, in Saskatoon 
or San Antonio, you will always find an International 
Branch not far away. The farther you go from one, 
the nearer you get to another. 


And every International owner can get from 
any one of these branches just the kind of service 








the factory itself would give him. Each branch has 
an extensive stock of factory-standard parts on hand 
for all emergencies, and every trained mechanic 
works on factory-standard methods with all the 
modern equipment good service demands. 


There’s never any guess-work and never any tink- 
ering—and that means economy in every operation. 


When you buy an International you buy a truck 
that the Harvester Company is proud to have carry 
its name and you can rest assured that the Harvester 
Company will always do everything in its power 
to keep the truck that way. 


The International Line includes the %-ton Special Delivery; the 1-ton Six-Speed Special; Speed Trucks, 1%, 12, 
2 and 3-ton; Heavy-Duty Trucks to 5-ton; and McCormick-Deering Industrial Tractors. Catalogs on request. 


INTERNATIONAL HARVESTER COMPANY 


OF AMERICA 
(INCORPORATED) 


606 So. Michigan Ave. 





Chicago, Illinois 2, A ; 
59> "JN /\ 
INTERNATIONAL 
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Hardware Manufacturers— 


An Extra Preferred Issue 


100% Cumulative 


On July 3rd HARDWARE AGE will issue the RETAIL CONVENTION 
NUMBER which will contain a complete, illustrated report of 
the Annual Retail Hardware Convention, held in 
St. Louis during the week of June 24-28. 


Purpose of the Issue 


The purpose of this issue is to report to 
the Retail Hardware Merchants through- 
out the country the discussion and so- 
lution of the basic problems affecting 
retail hardware merchandising con- 


sidered at the convention. 


Your Security 


Every one of the 20,000 hardware mer- 
chants and jobbers and their salesmen 
—readers of HARDWARE AGE—is vi- 
tally interested in the solution of these 
problems—and this guarantees you that 
this issue will have a most interested 
reading from cover to cover. 


Be <a eens rasee 
Pride LPLit4 


Your earnings from space used in this 
issue must be LARGE—for you are 
assured of an audience particularly sus- 
ceptible at this time to your sales 


message. 


Priee—Regular Space Rates, To Yield 100%. or better 


Space in this issue is offered by HARDWARE AGE, 239 West 39th St., 
New York, N. Y. Final forms close June 24—but we suggest 
that you submit copy before June 9th so that final 
proof can be sent you for your approval. 
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THE 


nities for produc- 
tion frmgg Ay soy City one those 
manufacturers who look now for 


OOK OF 


existing markets. 


Food and Kindred Products: 
BUTTER OILS EXTRACTS 
BAKIN R 'GGS. POWDERED 
PREPARATIONS GLUCOSE 
CONCENTRATES 
(for beverages) MALTED MILK 
VEGETABLE MOLASSES 
PEANUT OIL 
conn IN STARCH RAW SAUSAGE CASINGS 
SPICES 
COTTON SEED NUTS. PROCESSED 
PRODUC FRUITS. PROCESSED 
“Textiles and Textile Products: 
BURLA’ SHEETINGS 
BATHROBE CLOTH THREAD 
BROADCLO INE 
VOIL! ES 
COTTON FABRIC WOOLENS 
COTTON CLOTH WOOL THREAD 
DUCK. STRIPED rAl 
DENIMS UPHOLSTERING 
ATERIAL 
DRAPERY 3 MATERIALS CANVAS BINDING 
FABRICO! LOT H_ BOO} 
FINDINGS 
FRINGE MEN'S AND % WOMEN $ 
JUTE BAGS CLOTHING 
JUTE HABERDASHERY 
ORGANDIES HATS A PS 
E CHILDREN’S CLOTHES 
SHIR TINGS 
Iron and Steel Products: 


(Not including machinery) WIRE Clore 
AWNING RODS. STEEL HARDW 


AWNING FRAMES BUILDERS 
FOUNDRY SUPPLIES SPECIAL Ties 
FLOOR REGISTERS HOOPS. STE 
FITTINGS CAST IRON METAL MOUNTINGS 
FITT pilge fernitare) 
' main cs EAVY RINGS. 
GAL ZED PIPE SOUPHOLSTERING 
fieATING SUPPLIES T 
KE IRON. FOR TRUNKS 
METAL FINDINGS 
PIPE. CAST IRON CASTINGS STEEL 
STOVE FIXTURES 
MACHINERY 
CASTINGS. INDUSTRIAL 
MALLEABLE 

Lumber and Wood Feoduetes 
BARREL STAVES FURNITURE 
BROOM HANDLES. HOUSEHOLD 
CROSS ARMS FURNITURE OFFICE 

wooD FURNITURE 
INSULATION 


— TIES 
BUTTER TUBS TO 
BOTTLE CASES 

Musical Instruments: 


PIANOS PHONOGRAPHS 
BAND INSTRUMENTS 
ubber Products: 
ARTIFICIAL LEATHER RUBBER 
LEATHER TANNING RUBBER GOODS. 
ART LEATHER FINISHED 
BOOTS AND SHOES TIRES 
Chemical and Allied Lines: 

ALCOHOL GRAIN roc ow 
Al a 

DENATURED Pe RFUMES. 
CHEMICALS HEAVY pany TICS 
DRUGS CRUDE NOsATE 


EXTRACTS PEPSIN SYRUP 
GLUE, ANIMAL ACIDS 
GLUE. VEGETABLE 
not Clay and Glass en 
GLASSWAR BO 
GEASS PLATE CLASS. ARs 
Metals and Metal Product 
{Other than Irom and Steel) BRASS FORGINGS 
\UFFING COMPOUNDS $ RODS 
BUEFING Wi HEELS BRAss SHEETS 
BRASS STAMPINGS BING 
ELECTRIC FIXTURE BRASS FITTINGS 
PARTS 
JEWELRY FINDINGS ati 
LEAD PRODUCTS HARDWARE. TRUNK 
AND BAG 


ZINC PRODUCTS HARDWARE 

ZINC HARDWARE SPECIALTIES 
Machinery and Electrical Apparatus 

AUGERS . WHEELS STEEL 

COMBIN! MOTO! 

peated ESRONZE AUTOMOBILE 

BEARINGS ROLLER ACCESSORIES 

pty RNO ORs CORES RADIATOR 


COMPRESSORS. AIR 
HO! 
E IPMENT AND PUMPS ROTARY 
APPLIANCES WINCHES 
Airplanes and Accessories: 
roe AIRPLANE CLOTH 


AIRPLANE AIRPORT EQUIPMENT 
INSTR UMEN’ a8 EN oan 
AIRPLANE MOTORS EQUIP! 
AIRPLANE TIRES 
Miscellaneous: 
BUTTON PARTS. pos TANI 
ETAL PTICAL SUPPLIES 
BUTTONS BOTTLE 
DRAFTING BRUSHES rare AND 
INSTRUMENTS 
EXCELSIOR 
Farm Equi; 
TOOLS rep EQUIPMENT 
TRACTORS BA FIXTURES 
STANDARD FARM EL Fermi - nai HTING 
EQUIPMENT EQUIP! 
ROAD MACHINERY 
list does not presume to seit every product 
that can be manufactured in Kansas City. 


...an Invitation 
‘ ry % wr ore 
to the Nation’s are ai 


 - 


= facturing opportunities 
SS that provide an existing 






KANSAS CITY 
OPPORTUNITIES 





Industries 


Just published by the 
Industrial Department of 
the Chamber of Com- 
merce is a significant 
booklet that is having 
wide distribution to ex- 
ecutives of the nation’s 
industries. 


It is “The Book of Kan- 
sas City Opportunities,” 
a concise publication set- 
ting forth the 212 manu- 





KANSAS 
City 


OPPORTUNITIES 


owe ae 
ard 
Ware 
a 














market for local produc- 
tion. These 212 products 
Kansas City buys today 
from distant markets... 
\ yet they can be man- 


ufactured profitably here. 


its greatest industrial 
growth in new industries 
and in the expansion of 
existing producers. Yet 
/ Kansas City grows stead- the city is just on the 
ily, soundly. Within the threshold of industrial 
, last year the city has had opportunity. Study care- 





fully this marketof21 mil- 
lion people, 15 million 
of whom are reached at 
more economical trans- 
portation cost than from 
any other metropolis. 
Send for booklet today. 


INDUSTRIAL COMMITTEE OF THE CHAMBER OF COMMERCE 


Economical trans- 
portation is impor- 
tant. You can reach 
15 million people at 
lower freight cost 
from Kansas City 
than from any 
other metropolis. 









I am interested in this industry: 


4 KANSAS CITY, MISSOURI 





obligation, of course. 


and I attach the coupon to my letterhead as assurance of my interest, without 





Name 


12530 





= Se iddress 
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THE BEST VALUE FOR YOUR MONEY 





A Perfect Saw for 
Every Purpose 


No matter what kind of a saw you 
have a call for, you can fill the order 
with an ATKINS. Circular Saws, 
Hand Saws, Cross Cut Saws, Hack 
Saws, Keyhole and Compass Saws, 
Back Saws, Trowels, and Files. 


These are the highest grade products 
in their line. They will pay any 
dealer or jobber a legitimate profit. 


Send for ATKINS Latest 
Catalog, addressing the home 
office at Indianapolis. 


RDWARE TOOLS 


[ATHIN S =: 





Rh Pe Jams 
Fadtary: HEIL TON, ONT! 
her 5 Saw ae ey 
_* Portignd, iin “~~. 


em Ni itn 
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EDITORIAL 


COMMENT 


e 


Ford Backs Belief HENRY FORD has felt for some 

in Prosperity months that the business depression 
which started last fall, has spent its 
force, and that business is definitely 
on the up grade. With Ford, to think is to act, and he 
has acted. World production of Ford cars and trucks 
in April exceeded that of April, 1929, by 15,150, accord- 
ing to the announcement of the Ford Company. April 
production was 206,340 units, compared with 191,190 
in April of last year, and 169,045 in March of this year. 

Ford believes that the depression has been largely one 
of the mind; that it is passing, and that people will soon 
be buying cars as they did before the break. He also 
believes in preparedness, and plans to have the stock to 


_ fill the demand. Right or wrong, he backs his judgment 


with action, and up to date has been, to say the least, 
reasonably successful. 


od od » Sd 


The Mounting ONE sixth of this country’s total 

Toll of Taxation earning capacity, is our toll to taxa- 

tion, according to Merle Thorpe in 

Naiion’s Business. Our tax bill, he 

says, is nearly 13 billion dollars 

yearly, while the yearly earnings of all of us—men, 

women and children—is 80 billion. Mr. Thorpe like- 

wise points out that one person out of every eleven who 

are gainfully employed, is a public employee, while not 

so many years ago it required only one out of every 22 

persons to perform the services we demanded of Govern- 
ment. 

Much of this taxation bill is due to the more or less 
general theory that anything furnished by the Govern- 
ment is free. Therefore business men continue to boost 
for more Governmental activities, only to find that the old 
economic law holds good, and eventually we pay for all 
we get. 


Sd od ¢ 


Speculation Has ONE reason why home building has 
Been Retarding been held in check and other con- 
Business Recov struction activities curtailed, is that 

ee the money released by the stock 
crash of last fall has not yet been 
made available in any large quantities, to the country 


at large. Low priced money has tempted certain people 
to renew speculation in stocks, and much of that money 
has remained in New York City and other large centers. 
However, there is now a definite movement to put large 
amounts of cash at the disposal of home builders and 
those engaged in legitimate construction work. This 
movement should make itself felt in business within the 
next few months. 


Sd od e od 


EVEN when a manufacturer ab- 
solutely refuses to sell his goods to 
mail order houses, those firms seem 
to have little difficulty in getting that 
merchandise. Where do they get it? Well—they have 
been known to buy it from independent wholesalers and 
retailers. 

We wonder just how those jobbers and retailers 
reconcile the act with their consciences or the code 
of ethics they profess to follow. We wonder just what 
they think as they mingle with their fellows at conven- 
tions, and join in the acclaim against mail order com- 
petition. We wonder what their private definition of 
loyalty is. 

Do they laugh or cringe at the term “Boot-Legger ?” 

But let’s not be too hard on them. Perhaps they never 
read the story of Esau, who sold his birthright for a 
mess of pottage, or of Judas, and his thirty pieces of 
silver. 


Thirty Pieces 
of Silver 


od Sd * od 


Should Salesmen THERE seems to be somewhat of 
Carry Samples a trend toward sampleless salesmen, 
if the results of a recent limited sur- 

vey are generally correct. 

The survey in question covered visits to more than 
50 retail hardware stores, and observation of 77 traveling 
salesmen, who called at those stores while the person 
making the survey was there. 

Of the 77 salesmen, only 7 carried samples of any kind. 

Since at this time most retail dealers are looking for 
new items to brighten up stocks and increase profits, 
it would seem that some salesmen at least are overlooking 
a good bet. 





These 143,000 letters received 
by Henderson in one month 
prior to opening the anti-chain 
fight are about equal to the 
average week’s mail since the 
fight started. All over the 
premises are packing cases full 
of letters mostly unanswered and 
some even unopened. 








TARTING without even a remote portfolio from in- 
~ dependent retailers, W. K. Henderson has been undeni- 

ably successful in putting the chain store system on the 
defensive. In the beginning he had no axe to grind. He 
was one consumer talking to a million other consumers, 
talking for them and making them think a little more 
deeply about values versus catch penny prices. He is the 
type of fighter who wouldn't acknowledge defeat, nor would 
he likely withdraw even from a losing issue which he be- 
lieved was right. He is also something of an opportunist, 
having developed an enviable mail order coffee trade and 
a substantial market for phonograph records, biography of 
himself and the now famous Merchant Minute Men mem- 
berships. The income from these sources is said to par- 
tially defray the expenses of the anti-chain store radio 
broadcasts, but even at that, it looks as though business is 
pretty good. 

Assuming the legend is true, W. K. Henderson of Shreve- 
port, La., stumbled upon the theme which has made him 
famous and perhaps wealthy. The story is that he founded 
radio Station KWKH to advertise the W. K. Henderson 
Iron Works in 1924. Last November Phillip Lieber, local 
banker, addressing the Chamber of Commerce, told how 
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Copyrighted 1930 Grabill Studio 
Hitherto unpublished photo showing Mr. Henderson at the KWKH microphone poised 
for action, published through the courtesy of Grabill Studio. Telegrams and evidence 


right before him he’s all set to go. 


This Man 


Henderson -.- 


By CHARLES J. HEALE 


chains were cutting into the strictly local stores. Henderson 
liked the speech and invited Mr. Lieber to repeat it that 
night over Station KWKH. When the visitor had finished, 
Mr. Henderson took up the microphone and is quoted as 
saying, “I am going to tell you what that address means. 
It means that these dirty, sneaking chain stores are coming 
into your town and taking money and sending it out to a 
bunch of crooked, no-account loafers in Wall Street! That’s 
what it means.” 

That's the way the fun started the middle of last No- 
vember. Telegrams poured in that very night, the next 
day and night, and they continue to pour in, as do lots 
of letters, every day. Henderson reads the telegrams over 
the air, comments in his characteristic way and invites 
further expressions from the public. He gets them. Some 
are for him in an almost fanatical way, others are ve- 
hement in opposing his comments—but a gold mine had 
been discovered, an industry founded, a real active busi- 
ness developed, and now almost everybody has some vague 
ideas about “old man Henderson,” as he is even calling 
himself. 

In six months Henderson has found it necessary to use 
the former Iron Works office building exclusively for his 
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radio work. His organization of forty-five, men and 
women, works long hours with all the zeal of crusaders 
—and they considér themselves such. In common with 
their leader they have a strange sincerity in their work 
which completely disarms the most skeptical visitor. Night 
after night these employees, after a full day, will return to 
the studio auditorium just to hear “Mister Will” lam- 
baste the chain stores. They get as much kick out of each 
attack.as though it were all new. These folks just live 
and think in terms of “chain store fight.” 

Each time Henderson bombs the enemy, his faithful crew 
show immediate emotional reaction—too immediate and too 
tense to be artificial. Those who are close to him see only a 
great crusader for the masses, a great unselfish fighter, dis- 
interested in any personal gain or glory, present or future. 
They “glow” when he speaks, and when they speak of 
him it is with a deference that is almost a reverence. At 
every turn they tell you a new anecdote indicating Hen- 
derson’s fidelity to the cause, unselfish devotion, regard- 
less of the toll on his health; indifference to money and how 
prominent people look to him for leadership. They are 
certainly loyal. 

A visit to the studio is full of thrills. While waiting for 
Mr. Henderson, an attractive young woman introduced 
herself as Mrs. Nichols, and invited me to join her in cof- 
fee and sandwiches until such time as the boss would be 
available. 

At a modest oblong table covered with oilcloth I en- 
joyed the Hello World coffee, a couple of sandwiches, and 
the young woman’s company. Near at hand were folks 
from Texarkana, Ark., a couple from Memphis, Tenn., and 
others from equal distances waiting to see this man Hen- 
derson. To all visitors is extended the traditional southern 
hospitality ; starting with a cup of coffee and a visit through 
the establishment. During the second cup I suggested that 
it was good coffee and asked were it the well known 
dollar-a-pound brand. “Oh, yes,” said Mrs. Nichols, “that 
is the Hello World coffee. We sell from 1000 to 1500 
pounds every day at a dollar a pound. People don't buy 
it as coffee. It is a souvenir and a mark of admiration for 
the fine work Mr. Henderson is doing for the common 
people. We also sell a phonograph record of a song, 
‘Hello World,’ and now we have a biography of Mr. 
Henderson, each and both at one dollar. We sell hundreds 
of records. The book is out today, but due to an an- 
nouncement a week ago we have on file more than 3000 
orders, many of them with the money in advance. 

“We have several hundred visitors every week. They 
come from all over, out of curiosity, and some, of course, 
are seeking some tie-up to help them market some specialty 


or food product with our indorsement. The other day, Mr. 
Henderson turned down two tremendous offers to allow 
his photo, signature and ‘Hellow World’ slogan to appear on 
a new brand of oleomargarine, and a week previous he re- 
fused another large cash offer to give similar indorsement 
to a line of rye bread. 

“Most of our visitors buy a coupie of pounds of coffee, 
and now they will also buy the biography.” 

Just to be regular, | sent two pounds of coffee home, 
bought the book and then was sold a subscription to a 
magazine put out monthly by the station—five dollars all 
told. 

Then came a tour of inspection, first about the busy 
little office (the most disorderly one I have ever seen), 
where I was introduced to about thirty assistants. Each 
had a smile, wore a button picture of Henderson and mur- 
mured some praise of their leader. They all had definite 
jobs. Some handled the coffee sales and shipments, others 
the M.M.M. crew details; some worked on the correspon- 
dence of “Aunt Jodie,” who nightly gives radio lectures 
on housekeeping and who tells children’s stories and then 
asks children to keep their parents out of chain stores. 
Here, also, is a membership proposition known as the 
Wide Awake Women with an auxiliary youngster’s club. 
Little insignia buttons are furnished the adults. The 
children’s part will soon have a name and perhaps a button. 
Apparently this is the only feature without a fee. 

The office and personnel are on the ground floor. On 
the second floor is the remote control broadcast equipment 
and an auditorium where visitors may sit, watch and hear 
Henderson broadcast, there being only a glass partition 






















Henderson’s broadcasting started at Kennonwood, his old 
family home 18 miles west of Shreveport. His original 
boudoir studio at left. Note M.M.M. metal sign. Picture 
above gives a glimpse of the busy office of the Hello World 
Broadcasting Corp., Henderson’s anti-chain organization. 


separating the studio from the gallery. On this floor 
Mr. Henderson also has emergency living quarters and 
a private barber shop. For days at a time he never 
leaves the premises, even for a breath of fresh air, 
such is his devotion to the work of fighting chains. It 
is common for him to work twenty hours at a stretch. 
Tales are told of him averaging less than four hours 
sleep per day for nearly two weeks. 

He is certainly an active fellow. When he broad- 
casts he strikes off at a fighting pose. One would think 
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Southern chain stores are advertising whatever 
“local or home owned virtues” they can claim, 
since the advent of Henderson’s campaign. 
Below advertisement addressed to Henderson 
by members of the mechanical departments of 
the Shreveport Journal, who doubtless remem- 
ber Henderson’s previous prominence by fight- 
ing union labor. His ‘studio has large signs 
stating its “open shop” policies, also several 
photos of himself. 
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. 2 . ho! P. W. Carney ‘Chas. F. Johnson, Sr. Thelma Ferg ee 
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ous to his audience on the other side of the glass partition, Yooe Acne MT Ray ms RA Wg 
Henderson sails into chain stores generally, and always 


has some specific criticism leveled against some offending 
store. ; 

About half way through the tour of inspection I met 
Henry Herbener, the Pecan Man, who came to KWKH 
primarily to promote pecan trees for southern growers 
and in less than a month claims to have sold more trees 
than his sponsors sold during the previous three years. 
Henderson liked his ways and work, and has made him 
second in command. 

Every few minutes I seemed to bump into a tray of 
coffee and sandwiches. Employees are served these re- 
freshments four times a day, but also apparently have full 
freedom to indulge at will. 

Meeting Henderson himself was something of a sur- 
prise. We came upon him suddenly. He had had my busi- 
ness card for twenty minutes, and apparently makes a 
practice of looking up his visitors if possible. Introduc- 
tions hardly over, he snapped out, “Your paper controlled 
on Wall Street?” No, Thirty-ninth Street,” I answered. 
Back comes he with, “Good answer that, what do you 
want anyway?” I told him Harpware AGE wanted to 
give a first-hand story of his activities to the hardware 
trade, and that although his work had been largely in the 














































grocery field, the principles involved were kindred. He is 
a fidgety kind of fellow, looks older than his fifty years, 
but “dog gone” active of mind and quick of speech. 

He just shook his fist a bit and almost shouted, “You 
tell those hardware fellows to get busy and fight. Tell them 
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to help me. I am helping them. The chains will just 
gobble them up and strangle their future and the future 
of their children for greedy Wall Street profits. I am 
giving them hell and I am going to keep at it as long as 
I live. I don’t need publicity, I need money. I have the 
grocery field pretty well finished and I am: looking to the 
hardware trade for my next step in this fight. The hard- 
ware men aren’t joining my Merchant Minute Men fast 
enough. They are among those who complain about pay- 
ing twelve dollars for just a sign. That isn’t what they, 
pay for, they all owe me money, all independent dealers 
do. I have been fighting for them for months. What can 
they do for themselves for one dollar a month ?—nothing. 
“It costs money to run a broadcasting station, and they 
should help. Some people are afraid I am going to get 
wealthy collecting membership fees and selling coffee. 
Suppose I do. They are all getting their money’s worth. 
Make yourself at home. Get me some M.M.M. members. 
Wake up the hardware trade: They are all asleep and 
letting these outside interests ruin their businesses. I am 
telling the masses the truth about chains. I am fighting 
not for myself, but for common people. I want to protect 
them and to protect their children and my son and their 
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future. I want to keep America free, prosperous and 
happy. I am for Main Street and against Wall Street 
and their greedy ways.” 

“You sell a lot of coffee at a pretty good price?” I 
ventured. The answer came quick, “People buy that coffee 
to help Old Man Henderson and to get his picture, which is 
on every can. They buy it as souvenir, because they can 
buy good coffee for half that amount, but they know the 
money is used for a good purpose and they want to help. 
The coffee is the best they can buy anywhere, and most 
people are satisfied—each pound has 16 ounces.” 

Probably the outstanding victory of Henderson is the 
advertising by strictly local owned and operated chain 
stores in the south. These units, in all parts of Oklahoma, 
Texas, Louisiana, Arkansas and Alabama are featuring 
whatever “home owned” or “local” virtues they can claim. 
Southern newspapers are full of ads the dominant feature 
of which shows a recognition of the trend of consumer 
feelings toward chain stores owned by outside financial in- 
We reproduce a few such ads picked at random 
Some say “home owned” other more 
elaborately give personnel; history of owners, executives 
and play up whatever other claims they may have to being 
local. They tell taxes paid, homes owned, source 
of supply, etc., all since Mr. Henderson started his 
vociferous, and profitable campaign. 


terests. 
from Texas papers. 





become a definite 
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ato Wt Ee} factor in Southern politics. Men ambitious for 


election this fall are campaigning on an anti-chain 








Glittering eyes and a gnawing — 


‘Answer the ole world, Rat Henderson, and tell "em 
you are a hypocrite and « cheat in claiming yourself to 
be the working man’s friend for higher wages and don't 
e act like a rat when you answer. 

da Bate Hoo Rat Henderson, when the voles 
ones fle 
car at rteckdaod while the former street car sonayee 

igher w if 
are not a hypocrite, did you not join with the underpaid 
Guuhunceioponeal fight for them instead of fighting 
the thought of one. against them” 
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THE NEGROES OR YOU! 


I mean you, Rat Henderson 














Rat Henderson, ie one aot 





Rat Henderson of Radio Station KWKH should be 
abhorred by every decent and sensible minded man, for when I remind you of the timg when your own 
he gnaws at nighttime on the character of responsible tion walked out ung oaks the lace of rad 
companies, and not only does not offer to pay for his boilermakers who were on a strike- you inperted 
sawing of other people's property but esks to collect « sat rm tone of Srp ta Fat 
toll for his dirty mouthing. own former employees refused to 


Let me remind you that you were not then so inter- 
cated in the old home town or in the starving families of 
employees. 





Is there » mother in the land who will say that the dirty talk of Rat Hem 





himself of hypecrisy in his claims. 
Did you con! ee eee ie eee ae Whois decent—you, Rat Henderson, or the negroes who would net oem to rally ender your taener of sf cightoomsnems 6 apy hoe flees ‘tal 
1 ask, Rat Henderson, why you argue that all the to the tamil ao ates while __ — “_—" ‘nd that you will thaw her it 
, m nod parc oly from te parapet dee a pels iceon galas ee ee ee ee a Harty aty me 
Atorekeepers same coffee orders ? — 
fromm the entire United States at « profit to your greedy the railroad strike, « Tay the nagross by » thousand times, were more decent than you when Pender ap geen erate eertpoterrhe ned 
salf of about 60 cents « pound? pontblleg petereh 1,500.00 in one day to thay rats to and a your microphone an wily the white men ofthe au poe soeeeeer ence 
feed them at Memphis. Still you call mes t ton thet you wanted fore women and childres—thia disgrace to real manhood—Rat Hen: 
Why preach for the home town store and then grab chain store operator and claim yourself to be a champion ‘They showed decency in their refusal to come into your radio studio and Radio Station KWKE, snarls bis dirty apopent 
all the money you can for yourself? and even the Savior to be of all the home town folks. hobach with you and eat into the Usening car of white women and white the mothers and children who may have his radio station tuned inte their 
; men over the nation the lies you have been a drunken brag- homes and after euch an insult he calls oa the mothers and children of the na- 
lenow why—you are jut rank imposter bo fool as Let some of the poor women and children answer fg tte tbe hemes of dosent pongla tien to stand as Ms bulwark for clenaet bentness 

















ge dene sre njanh i eon or carey eee pound-.to get money through his other schemes teo pumerots to mention —to 
easy and before the public is 


es you can 
o- real yack! abeng eagle - ips Saga lowed scabs they will tell the truth. nee ane po rg baer oain pet 
instead of spitting end sputtering so rmuch. Whatever answer you may give will be sugar coated ‘You claim to be the voice of the South. boodioban cence rape eee your children to Sunday School— gon toot conto tant of 
with your hypocriey and you'l not forget to ak for more ist Now, Ely me tha Lord my orl t9 
ee Now, agro hatred againet those who are his real friends. om TS nb Twn pr nt mo 
Geass ue as ket pve ooh er ane oe Money, ypu are after, and it’s « shame very negro icnows I'm his friend, but ins tree Bouthorn way. What sort of s beart—what sort of a mind do you thi man ie 
your spit spew on my face bald . be permitted to listen to hours of nightly 
thar oe hae tat wil new hat meting for ta sn, cenued by ha Fedral Goverment FI nero nto ape an eradinmy nh app yecng dander gatath entain mun ot ths ustion whe are referred to by Ras 
happened to it. a es you are using Radio Station ether white or black. Benderson as daylight thieves, rascals and pasi!lauimous pups? 
KWKH. ton, # 
dictionary word Srrereport weal net do hat an imported ne. Stall your child be permite to hear soch oars and npardonable Line 
eee eee W's more of a shame that you are able to feo! so many goto an sol pon ama cow he agro mace with Bt guage 1nd then have that same child ineel with bead on your knee and lisp 
Shee eilibden alates vor aneyie tal tees people, but, like Barnum said: “There's « sucker born ra Sn meth fon whe phe Kiser bar peg oto arely Pathe? as Ls 
how to pronounce it, ar at beast don't do it correctly, and very mate. ante dont bee o- pry beget reapers pe Ngee similar suggestivencss 38 
you don't give Mr. Webster any credit for putting it in the weer nad Gut cn he Line? And 
lctionary for you to filch out and lay clazm to it as your = many the telegrams you claim to he Sek ebuiga back ta aee toa gor Eeetlb a alge tenn apeine sto played over mation oni aee 
own. are lies. You purported to quote a telegram saying speak trom your radio station. What did you auswar, Rat Henderson? Bow, when gon tah of thn tnes thet Bet Mendon Ben ae 
ee pe reeegpen prevedemty vacnaty— Lavon You reviled him bitterty and told hime white man-that the negro was saad clinked aaa 
No! Rat ll Ga: gold flowing in to you — name and were no longer Clarence smarter than be. You “‘cussed” him while you stood in s safe place, just like fa, ot the thought reveling that sch bahariot wo 
‘daily from an . public hap made your human — eu eal ther posple Coven ond Hare bomaane you are a s far eouy Paes sad eG Canam seconaad ones ae cs 
body to you as if you were s golden altar upon lie if think you are cafe. ‘of you possibly have eS 
‘which the people should pile more gold. If wouhd be tore Thilo tslagsom wine a Ho if you saaliy Kid each 0 tale fathe ot oer toa frm te dara son this foul mouthed Henderson is. Some of you, likely, have thought him to 
epwropriate to think af « humery hog than golden altar. jy Ea hdlge Toe ph you told le for in ‘satan eam Teeny ant cia meh ry i a hn, et 7 
way 
there now and there's never been but there at eee Nr and nt en tured in thet le for the 
Rat Henderson, you are the gold in thousands time and the name has not “eg sad nored you, thinking that the public was too amart to be fooled by a braying ase py ps erior cmt Ma ehe ne remarks Poe without stopping to 
dally from your hmewrance — your so-called = eta gt tt rah many people that you were telling motive bebind his false propaganda, 
sulnate men end from tho exeny eter echaenes for eemey we you got the “guts” to tell the ole world that ruth beenune nobel snnwured fou. back in ibe vegaline I deded I'd Bat Render, jlge from ha rcrd i bnne an thar, nt 
cashing the public, but after al, there's ao guid in you— cither the telegram was a lie of that you Slov poaue te tes gga and eos on pn ov. ty rath phn Mi 
you are full of brace and hiypeeriey. yourself. don't think #0. Some folks might wonder as pay ho arty spenany be | expen Sage 
_ a tencenbadseabecteantn atin has este os you sseney fer hmeel! sad this ie what he's de self an. 
You — in psa gpg aa it you read are lies, I'm won- the (llth that you had comtamsmated tt with, but jast the man tga in end it nounced savior ee at cling al ganity ot 
Pag: cmypolecem pty “Mystere cage —- te tall youYou ob, Semin rate going to say right with you uo hove who will reqpond to bis calls for money. 
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Listen, folks at Blytheville, tell Rat Henderson 
who is the lier about this. Y. 
truth at first hand. Don't be “skeered” of the old rat. 


vee mouey fast and plenty while the gutting fe 
suid peryere fn bis abet ‘ae against 
mn Works which is now in 
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with the American pabue and take their money just be-suse you pose as the Me's eng at of ta eae for 
ir amg o op wn rm Br ernsomhaeasrat sigh poy rind te hast web prom you it would 
wean teed te Shing vist bs cote tbo bain stores. 
ona is secs Ld lt I know more things Bappone he had asked you to y the debta of the 
about you than you likely remember yourself, and I'm going (o ‘el! about that ‘Henderson Iron Works—wou! have sent it? Is it the sign of honesty for 
cord. RAT HENDERSON to plead with you to send him money on eign > 
cheat use it solely for what he calls your benefit and then after he gets it to set vat 
wil to dalars all tote your'moagy ban to mabe you worth milion I inne day chock of the alo Word Broadcasting Corporation tothe (noe 
(resting eouls whe now tabove ia yee woshd contamie to call you the second of about $66,000.00 to pay part of the debts of the Henderson Iron W. 
father of the country—the ‘Abraham Lincoln. ow yous, trang su Jou hi tea ou rt 2 
seas 2, RY suet litle Wile, you wil son be a sour tate to thas who bave RAT HENDERSON: 
eee eee ‘This RAT HENDERSON has accused others of belng » Benedict Arnold 
aed serie merely because they didn’t send him money or because they wouldn't do what 
genre ay a pen oe gold rolling into your greedy pock- be told them 4 
ees en IANS bar rvgiotiecsic Wouldn't it be nearer the truth for Little Willie to bellow out over the 


radio waves with the words: “This is Benedict Arnold speaking. Send me 
some more money, you simple saps, for I've got some more debts to pay for 
the Henderson Iron Works"? 


Now, look here—RAT RENDERSON—stand before the microphone of 
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for “eld man Henéerece.* radio station KWKE and tell the guilibles how you spatter money forthe 
You told the Federal Radio Commission that you would use the word cane Tren Works when you got that the promise 
‘H—"* ae much as y sey “HB 4 umes sad the fit that pear eptsorte yet 8 se tao bensih ot tn pwr houte 


A ly the feeli i fi Sia EE AER wr eeen eee ame ie te 
pparently e teeling is mutual—two yea ne Sa anger engpng vt ayia, td er pk rm nd iy pt or Yue Benen 

. addressed to children 
paid ads of Clarence Saunders offer re- 
buttal not unlike Henderson’s own line of 


attack 
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Kennonwood, the old Henderson family home at which point all the machinery of 
radio broadcasting is maintained. Remote control from the down town studio is. 
now used most of the time. 


PA 
store issue. Opponents have been attacked by Henderson 
and others as favoring chain stores and so it goes. 

To date Henderson’s attacks have drawn fire but twice. 
The Shreveport Journal, his one time ally, was provoked 
to a dignified first page letter, signed by the president of the 
publishing house. Henderson had turned his guns on this 
paper because the job printing department had in the course 
of business printed some circulars for chain stores. Clar- 
ence Saunders, whom many hardware men met during the 
Oklahoma City Congress last June, made two replies to 
Mr. Henderson, not quite as dignified as the newspaper 
letter, but in the opinion of many unbiased persons, an- 
swered in a manner not unlike the attack which prompted 
the rebuttal. 

The night I sat in the studio, about three weeks after the 
Saunders advertisements appeared in Shreveport and Mem- 
phis papers, Henderson answered the “sole owner of his 
own name.” The “Mike” must have sizzled, and Clarence 
must have flushed to the ears for “Mister Will” was by no 
means complimentary. He called him plenty, challenged 
him to bring suit in the Shreveport courthouse if the things 
he said were not true and to make sure that his opinions 
of Saunders were heard and understood the Shreveport 
zealot repeated his attack several times during the eve- 
ning. And did W. K. shake his fist at the microphone ?—he 
just hopped all over the place and worked himself into a 
beautiful frenzy. I enjoyed it—but unlike his co-workers 
could not enjoy it night after night and enthuse with him. 

In Shreveport I questioned many people of different busi- 
ness interests. A barber (always a sure source of “re- 
liable” information) could see nothing but a flow of easy 
money into Henderson’s pockets, but his colored bootblack 
told me later that his family never missed hearing the 
programs and had not patronized chain stores in four 
months and never would again. The boy who carried my 
bag was for Henderson one hundred per cent and so were 
the waiters and waitresses I spoke to in restaurants. People 
on the street talk of him as one would about the weather. 
The newspaper men were indifferent, on the subject, but 
reminded me of the money that was coming in. 

The Merchant Minute Men (M.M.M.) metal signs—the 
only tangible return for the merchant’s twelve dollars are 
to be found all over Shreveport and in many towns through- 
out Louisiana, Texas, Arkansas and Oklahoma. Looking 
about some fifty towns in this territory | saw many hard- 
ware stores displaying the sign, but noted that hardware 
members are apparently in the minority. 

At the radio station information was available on every 
subject except the number of M.M.M. members. On this 
one point every body froze up. Some vaguely suggested 
from 300 to 500 members a day, with a total well over 
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Shreveport, La. 
Mareh 7, 1930 
Helis" Werld Breedeasting Co. 
Shreveport, Le. *¢ 
Dear Siri 
It has been reported to the undersigned by reliable 
Persons that'on more than one occasion recently you have broad- 
nl protprengebuenrgpan plane Bw, sa to citizens of 


vert 

than ttempt ' Senest 5 hei verry amy 

an a upon your part to ita rcott inst 
The Shreveport Journal ‘Spiele 

On recent occasion you said to the publisher of this news- 

in effect that; ‘Unless you stop printing in your? job 

establishment certain dodgers for the A. & P. Tea 

Company, I am going to put you out of business.” 
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business 
pecessitate the of immediate legal steps to the end of 
oe ped Rh phe, ‘ 
not be necessary to remind you that The Journal 
times past has accorded you and the interests you re; t 
eS ne gee anaes tence | y, 
your efforts to retain your broadcasting privileges A con-|to 
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Slone cent of expense to you; your method of repaying this 
newspaper's kindness strikes me as rather unusual, to say the 





> So far as T have been able to discover. your poorly con- 

eocted grievance against The Jourva! at this time is based upon | 
two incidents : 7 

i First, that The Journal Job Printing Company in the course 

of its regular business has printed advertising dodgers for the 


20,000 but I have no 
assurance that these 
figures are accurate. 

From St. Louis, 
south I* began to 
hear about Hender- 
son. On the Shreve- 
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Pertiowar class of odvertising 
orttinary tourse of the printing busi- 
F and ethical so far as The Jonrnal 








port sleeper from ae et ene ee 
that point he was Lutwuomneaniaao 
almost the sole sub- MB Fo EO EF a 
ject ét club car a answer to certain attacks you w®de upon him over 
: Binee terly denounced Clarence Saunders over your 
conversation, and adi gee ~oty <4 poe bp Pg. bingo , 
by some char- ete he eaiay 0 shots Gao ol maak nit 


ing the advertising space of 
and other cities. While I do not approve of the kind 
r. any more an counte- 


acterized as a mer- 
cenary crusader, a 
racketeer and even 
a nuisance. Some of 
the passengers were 
his own townsmen, 
and so I remembered 

the adage _ that . dept ony ater ims aulety toe 
prophet is without ;| eet Journal, The Journal Printing Company and the publ.” 
honor at home. 

I am certainly con- 
vinced that Hender- 
son has done a great 
service to independ- 
ent retailers in all 
lines, and has done 
for them a job they 
never could have 
done for themselves. 
People may tire of 
buying dollar coffee, 
tire of hearing end- 
less expletives about The rather dignified letteer of 
Wall Street and per- ap, publisher of the Shreveport 
nage there may come Journal prompted by Dender- 
ss _ or "es 5 re son’s objections to the paper’s 
World paral per ved ~~ — owe ee 

ing regular circular work from 


in its short six chain stores. 
months’ fight much 


good has been done, 

in the opinions of almost all retailers I questioned in Shreve- 
port and adjoining territory. Wholesalers had varying 
slants. Some thought Henderson had helped home-owned 
stores and that his campaign would gain momentum and 
adherents indefinitely whereas others simply said it’s a 
passing fancy, a fad, a novelty and it won't last—but in the 
meantime Henderson is doing big business. 
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HAT’S the mat- 
ter with the tool 
market? Manu- 
facturers agree 
with wholesalers 
and retailers’ that 
there has been over a period of sev- 
eral years a slight, but steady falling 
off in the volume of wood working 
hand tool sales. , 

Meanwhile chain stores and mail* 
order’ houses report a steady in- 
crease in hand tool sales. 

What is the answer ? 

To begin with, it is only a matter 
of common sense to recognize the 
fact that mechanics — particularly 
those whose jobs require wood 
working hand tools—are using few- 
er tools now than they formerly did. This is due to 
several causes. Larger types of buildings are using 
power equipment to do much of the-work formerly done 
by hand; windows and other parts of buildings are in 
many cases coming to the job already fitted and 
equipped ; steel and other materials are in many cases 
taking the place of wood in partitions, doors, etc. 

The carpenter who once required a large chest of tools, 
now goes on the job with only a few tools wrapped in 
his apron and carried under his arm. True intensive 
selling effort could somewhat increase the volume of 
hand tools to carpenters, but no big increase from that 
source can be reasonably expected. 

Meanwhile all over this country, independent retail 
dealers are basing their tool purchases, advertising and 
display on the needs of carpenters—professional users 
of wood working hand tools—whose individual need 
for such tools is gradually growing less. At the same 
time they are more or less neglecting the other types of 
wood tool users—the householder, the manual training 
student, and the farmer—who represent a field for sales, 
which grows steadily as the population grows; a field 
which the chain stores and mail order houses are inten- 
sively cultivating. 

If the wood tool market is showing a trend toward 
shifting gradually away from the professional wood 
tool user to the man who uses tools from necessity or 
desire, it is time for independent retail hardware mer- 
chants to take cognizance of the shift and go intensively 
after the amateur wood tool user. If the householder, 
the amateur mechanic, and the farmer are to continually 
become greater factors in the wood tool market, manu- 
facturers should likewise take cognizance of the trend 
and begin catering to that class of trade. 

Why are the chain stores and the mail order house 
increasing their tool sales? Certainly they do not sell 
any great quantities of tools to carpenters and other 
mechanics, who demand quality and workmanship in or- 
der to turn out quality work themselves. Undoubtedly 






HIFTING 





the chain and mail order volume comes from non-profes- 
sional sources. 

Why should the amateur, the householder, and the 
farmer buy tools from chain and mail order sources? 
Many of them do not, of course, but many of them do. 
What is the reason? Is it a matter of price? 

There is little use in disguising the fact that price is 
a factor in this situatiorf; price and a lack of knowledge 
of values. The average customer does not know values 
in tools; he has never been taught values as has the 
professional tool user. ‘Therein the independent re- 
tailer is at fault, and is losing toql sales accordingly. 

But—is it not also possible that the householder and 
the farmer can satisfy their needs with tools of some- 
what less quality and finish than those demanded by the 
professional tool user? Is it not possible that this valu- 
able class of trade is being forced by high prices of 
highest quality tools, to accept tools which are too cheap 
in both quality and price ? 

Are the manufacturers who sell through independent 
channels over-looking an opportunity to furnish tools 
designed for non-professional tool users ; tools of quality, 
though not of the high type demanded by mechanics, and 
at a price suited to the quality ? 

The success of the independent hardware dealer de- 
pends on selling quality and service, but quality may 
have a different meaning with different classes of con- 
sumers. 

Somewhere there is a lesson for the hardware trade in 
the shifting tool market. 
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This photo is indicative of the keen interest in the 
Modern Merchandising Plan as operated by A. W. 
Walker, of Toronto, Canada. This meeting is described 
as one of the most interesting and unique ever held in 





the hardware trade 


HE M. M. P. (Modern Merchandising Plan) 

i originated by Albert W. Walker, president-man- 

ager, W. Walker & Son, Toronto, Canada, and 
which was described in the Jan. 9 issue of HARDWARE 
AGE, has made its official bow to the hardware trade 
of the United States. 

Under the auspices of Burhans & Black, Inc., Syra- 
cuse, N. Y., Mr. Walker on May 2 explained his plan in 
detail to a gathering of approximately 500 hardware 
merchants, salesmen and others interested in the hard- 
ware merchandising field. 

This “unofficial convention,” representing something 
entirely new in the field of merchandising in this coun- 
try, was conceived by William C. McClaskey, president, 
3urhans & Black, Inc. who felt that the dealers within 
a radius of 150 miles of Syracuse might profit, definitely 
and concretely, from an exhaustive discussion of the 
Walker plan which has attained such marked success 
in Canada. 

He therefore arranged for a meeting and banquet, 
to be held in the ballroom of the Syracuse Hotel. Ar- 
rangements were made for Mr. Walker to be present 
with an exhibit of merchandise, store arrangement, 
photographs and other factors of the plan. 
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Invitations were issued and an intensive follow-up 
system inaugurated to ascertain definitely the number 
who would attend. Llew S. Soule, editor of HARDWARE 
AGE, was invited to address the meeting. Entertain- 
ment of a high order was arranged for. 

Everything was in readiness at 6.30 p. m. on the date 
specified, and the guests sat down to a banquet, which 
was followed by one of the most interesting and unique 
meetings ever held in the hardware trade. 

After the dinner and a round of community singing, 
President McClaskey, who acted as toastmaster, briefly 
and concisely outlined the purpose of the meeting as 
follows: 

“To provide effective and practical means by which 
the wholesaler and dealer may cooperate; to study the 
problems of distribution, price competition on standard 
lines, seconds and through specials ; to find out what the 
wholesaler can do to help the dealer make more profit 
and reduce distribution expenses; to establish more 
economical operating methods; to eliminate waste; to 
correct and eliminate unethical practices and policies and 
work out more efficient plans for conducting business.” 

“Rapidly growing sales of limited-price stores,” he 
said, “make it apparent that despite millions of money 
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‘Crosses tHe Borper 


Under the auspices of Burhans & Black, Inc., 
Albert W. Walker tells 500 American Hard- 
ware men how wholesaler-retailer cooperation 
solves Canadian retailer’s competition problem 


and energy expended in popularizing trademarked and 
established brands, consumer acceptance of less well- 
known brands when offered at lower prices is more 
general today than ever before. Competitive aloofness 
has retarded the interchange of information and stifled 
instead of encouraged cooperation. 

“The force against us is vital and sweeping, and the 
vital things that don’t affect us today will affect us to- 
morrow. In this fast-moving age we must follow the 
trend of the time if we expect success. 

“Little can be accomplished,” said Mr. McClaskey, 
“by merely discussing these things and attempting to 
place responsibility. But, through buying and selling, 
cooperation of the wholesaler and dealer, various ail- 
ments can be taken up separately, causes determined 
and cures accomplished.” 

Mr. Walker, as his part of the program, took up the 
M.M.P. plan, and explained in detail the various phases 
of it, illustrating his remarks with samples of merchan- 
dise, photographs of M.M.P. stores in Canada, and ex- 
amples of success attained by those stores. “Boiled down 
to essentials,” he said, “the plan is simply to make it 
possible for the retailers to meet mail order and chain 
store competition on the 15 per cent of his stock which 
those organizations sell. We found that we can do this 
without adversely affecting the other 85 per cent of his 
sales covering standard stock. As a matter of fact, the 
M.M.P. plan has been found to materially increase sales 
of merchandise at regular prices.” 


He told how his experience proves that price com- 
petition exists in only about 15 per cent of the average 
hardware stock or somewhere around 500 items. 
Through the plan as operated in Canada, dealers par- 
ticipating are able to buy these items so that they can 
resell them and meet all competition. The margin is 
such that there is some profit for the dealer, while at the 
same time the actual meeting of competition, backed by 
proper merchandise display, draws trade and increased 
business in the profitable lines not affected by price com- 
petition. 

He explained that the plan involves a moral obliga- 
tion on the part of merchants and the wholesaler where- 
by the merchant agrees to paint his store inside and 
out, keep it clean, weed out dead stock, keep accurate 
records, arrange his store according to modern methods 
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and otherwise operate as an up-to-date and efficient mer- 
chant. In all these matters he receives actual, personal 
help and assistance. In addition, the Walker company 
provides him with merchandise at prices such that he 
can meet all competition. It also provides him with 
various services which tie into the plan and identify him 
as an M.M.P. member. 

Mr. Walker then took up various items and lines of 
merchandise, told of his experiences in buying them, and 
compared the regular prices with those he had been able 
to secure through his increased buying power brought 
about by dealer cooperation. 

Mr. Soule, as guest speaker, talked on the subject: 
“What Is the Matter with the Hardware Business ?” 

There are several things the matter with the hardware 
business, he said, many of them tied up with the physical 
side of the business ; things which deal with competition, 
price, methods, arrangement and display; things which 
every retail hardware dealer faces daily in his business 
life. Some of these he can remedy through his own 
efforts, but the major ones can only be remedied through 
wholehearted and practical cooperation between retailers 
and wholesalers. 

The manufacturer’s problem is to have his goods dis- 
tributed efficiently, and at a profit. He will eventually 
choose the channel of distribution which best serves his 
purpose. On the other hand, the wholesaler and the 
retailer are in the same boat as regards distribution. If 
one fails, the other also fails.” If.they row together and 
in unison, they will carry the major part of the hardware 
distribution cargo; if they drop the oars to bicker among 
themselves, some other channel will carry the freight and 
collect the tolls. 

But there is something else the matter with the hard- 
ware business, and with all other types of business. It 
deals with the human element. No matter how well a 


(Continued on page 76) 








Full details of the Modern Merchandising 
Plan were published in Hardware Age for 
January 9, 1930. Reprints of the article 
may be had on application. | 











All About 


Big Guns _ 


By SAUNDERS NORVELL 


GREEMENTS here in the United States seem to 
be against the law. 
x * * 


The President and the Senate could not agree about 
Judge Parker. 
* * * 
The Senate could not agree on the tariff. 


* * * 


Financiers cannot agree as to what causes panics, so 
President Hoover will appoint a Commission to inves- 
tigate their cause and cure. 


* *K * 


The nations taking part in the Naval Conference did 
not agree. 


Our delegates to the Naval Conference brought back 
something wrapped up in paper in a hand bag, but nobody 
knows just what it is. Whatever it is, we are sure the 
Senate will not agree to it. 


K *K * 


It is generally understood that if two men wish to get 
anywhere together, they will have to agree upon some 
direction, but this proposition is subject to argument. 


* ok * 


Here is an interesting fact: Up to the time of Presi- 
dent Hoover, all nominations made by the President were 
considered by the Senate in secret session. President 
Hoover is the first President whose nominations are dis- 
cussed in public. These discussions of the Senators, of 
course, are printed daily in their States. Every voter 
for a Senator knows just how his Senator has voted on 
the President’s nominee. Senators, therefore, in voting, 
are largely controlled by the reaction of their constitu- 
encies. Well posted authorities are of the opinion that 
if it had not been for this fact Judge Parker would have 
been confirmed. His confirmation failed by two votes. 
Judge Parker’s union labor and negro record killed him 
because of the present open discussions in the Senate on 
Presidential nominees. 


* *k * 


Mr. Leslie D. Davis of S. Hoffnung & Co., Ltd., 
Sydney, Australia, writes me a very pleasant letter. He 
says: “I regularly read your articles in the HARDWARE 
Ace, and look forward to what is tantamount to a weekly 
chat. I have been fortunate, or rather should I say un- 
fortunate, in being chairman of many trade associations 
connected with the hardware business and for years past 
have been faced with many heart-breaking difficulties. 
From travelers from your country, and from what I 
gather from such magazines as the HarpwareE Ace, I 
find that wholesale traders in the U. S. A. are confronted 
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with the same difficulties that face us and at times I am 
amazed that enlightened business men cannot use the 
common sense that is given to them and control selling 
methods to the ultimate benefit of themselves and their 
competitors. 

“The hardware trade in this country for the last three 
or four years has not been lying on a bed of roses. Very 
few merchants have made any profits at all, and those 
who have been able to balance the ledger show a very 
small margin to the credit of Profit and Loss account. It 
is a wild scramble after turnover, to the sacrifice of 
profits which has caused the debacle in most cases in this 
country, and it is only when the Receiver comes in that 
the offender realizes what caused the trouble and begins 
to learn the difference between Profit and Profitable 
Profit.” 

So, it would seem our friends in the hardware busi- 
ness, even in far-away Australia, are having their 
troubles. 

* * 


A salesman dropped in to see me recently, who has 
just finished a trip around the world. “How is world 
business?” I inquired. “Rotten!” he answered. “What 
is the cause?” I asked. “The universal decline in the 
price of commodities,’ was the reply. “In almost every 
country I visited there had been a heavy price decline 
in their staple products. You cannot expect good busi- 
ness” said he, “in the face of a decline in prices of 
commodities that tends of course to cut down the pur- 
chasing capacity of each nation. Everywhere I went, 
around the world, I met merchants who were hanging 
on, hoping for better times.” 

Mr, A. D. Hileman of Squires, Bingham Co., Manila, 
P. I., writes as follows: “We hope some time to have 
the pleasure of shooting duck and snipe with you in and 
around Manila. Remember when planning your trip 
the best hunting season here is from Nov. 1 to March 1.” 
Well, well! It certainly would be nice to go out after 
those duck and snipe. 

When I was in the drug business, we had a hard time 
making quinine pills that would not melt away in the 
humidity of the Philippines. Then one of our chemists 
developed a gelatine coated pill that had a water proof 
surface as hard as glass. These pills were great sellers. 
Now, in the ammunition business I find it is very diff- 
cult to produce a cartridge for the Philippines that does 
not suffer from the humidity. However, the problem 
has been solved, but I understand we have not made 
gelatine coated metallic ammunition. 


ok K ok 


Last week I had the pleasure of talking at the con- 
vention of the Illinois Manufacturers Association in 
Chicago, at the Congress Hotel. 
torium! Enthusiastic and appreciative audience! Our 


Magnificent audi-. 
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toastmaster was Judge Virgil H. Stone of Lander, \WVyo. 
He told some excellent stories, one of which follows: 
“An old-fashioned grandmother caught her granddaugh- 
ter necking with her young beau on the front porch. 
The young man was sent home in a hurry. The young 
lady was given a lecture. ‘But grandmother’ said she, 
‘while you and mother may not know anything about 
necking, they did neck in Bible days.’ ‘Just prove that’ 
said the old lady. So granddaughter got out the family 
Bible and read to her grandmother ‘and Solomon took 
the Queen of Sheba into his palace and served her wine 
and nectar.’ ”’ 

From Chicago I hiked to Washington and attended the 
United States Chamber of Commerce dinner on May 1. 
This dinner was wonderfully well-handled, but the hall 
was not impressive. They need some new flags. The 
English flag hanging next to the American flag was 
much smaller in size and badly frayed. Every guest 
of honor at this dinner had an escort assigned to him, 
who called at his hotel, took him to the banquet and saw 
him home. The latter wasn’t necessary because the 
banquet was very dry. 

The toastmaster, Mr. Grant, had a splendid voice and 
his remarks about each guest of honor were sent by radio 
all over the United States. His words were very well 
chosen. When I arrived at the Cunard Building Mon- 
day morning, the elevator boy said: “Well, how is every- 
thing in Washington?” “What do you know about 
Washington?” I inquired. “I heard all about you over 
the radio the other night,” he answered. Wonderful 
world—but dangerous! 


* 


Then the trumpets blew a fanfare (I believe that is 
the word) and Mr. Hoover walked up to the micro- 
phone. The audience rose and applauded. The Chair- 
man simply said “The President of the United States.” 
He did not say a word about having known Mr. Hoover 
when he was a boy, nor did he tell any amusing stories 
about his youth, struggles and early manhood. Pretty 
impressive, that introduction, eh? Just “The President 
of the United States.” I wonder how it feels to be 
introduced in that manner. Very few of us will ever 
have the feeling. That part of it was all right. It was 
impressive. But that “fanfare” of bugles as the Presi- 
dent entered struck me as just being funny. I suggest 
this “fanfare” be cut out in future. It would be far 
more impressive for the President of this great country 
to step forward without the fanfare. Simplicity is 
terribly dramatic. Silence is sometimes more dramatic 
than words. Every great orator knows the value of a 
pause. 

I remember a play where at the end the hero dies, and 
is suddenly landed in Eternity. He appears at a great 
pair of gates. He stands there and gazes into a great 
open space beyond. Then there was a wild peal of 
laughter and the curtain went down. Nothing but space 
and laughter. Certainly dramatic! 


* * * 


Most of you have read in the papers what the Presi- 
dent of the United States had to say at this dinner. He 
discussed the cause and cure of panics. He suggested 
the appointment of a commission to investigate the con- 


ditions that led up to the recent panic, and the necessary 
steps to be taken to clear up the wreckage. 
*k *k * 

It was certainly interesting to study the men who 
attended this banquet. It would seem that almost every 
great industry in the United States was represented. | 
sat between “oil” and “lead.” On my right was the 
president of one of our greatest lead companies. I 
learned a good deal about the lead industry and the 
present situation. On my left was the president of a 
great oil corporation. He talked about his recent trip 
to Russia and the social experiment being made by the 
Russian people. He gave me some very interesting facts 
about the Soviets of today. His attitude toward Russia 
was quite sympathetic. 

* Kk * 

One thing struck me quite forcibly about a number of 
these “captains of industry.” This was the frankness 
with which they talked, and the fact that their opinions 
were entirely different from what one would expect. 


Mr. O’Brien, Assistant Attorney General, made a 
very interesting address before the Chamber of Com- 
merce. He explained at great length the difference in 
the functions of the Department of Justice and the 
Federal Trade Commission. I gathered from what he 
said that the Department of Justice and the Federal 
Trade Commission were very friendly. In fact, | 
wondered just why he stressed this friendliness. How- 
ever, he was a very clear speaker, and he made a laud- 
able effort to clear up the legal fog in connection with 
the Sherman law, the Clayton Aet, the Department of 
Justice and the Federal Trade Commission. Everybody 
was friendly. I was reminded somewhat of a speech | 
once heard De Wolf Hopper make, in which he insisted 
at the end of every story that he was still refined. 

A friend of mine, a ballistic engineer, gave me an 
exciting book to read on my trip West. It was all about 
the German gun that shelled Paris during the World 
War. This book was scientific but it was intensely inter- 
esting. Here are some’of the facts. The gun was made 
by Krupp and was originally intended to shoot fifty miles. 
General Von Ludendorf wired Krupp the gun must be 
made to shoot seventy-five miles. As a matter of fact, 
the first gun fired eighty miles. . The shell was three 
minutes in flight from the muzzle of the gun to the 
time it burst in Paris. 680 shells were fired. There 
were several of these large guns used at various times. 
First, calibres were 8.25 inches. Later, as the Germans 
approached nearer to Paris, they used a gun of slightly 
over 9 inches calibre. The barrel of the gun was 100 
feet long. This barrel was supported overhead by a 
steel truss to prevent its sagging. The gun could fire 
fifty shells and then it was destroyed by erosion. The 
barrels were sent back to Krupp and rebored. The 
erosion from the power and heat of the explosion was 
so great that the rifling in the lower part of the tube 
was destroyed and each time the gun was fired the shell 
had to be pushed higher up in the barrel. In order to 
get the same velocity in after shots, more powder was 
used. First the shell was rammed into the gun. Then 

(Continued on page 82) 
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been able to find two dealers 

who are anywhere near alike. 
There is the same variation that 
there is in the stocks of merchandise 
that they carry. Neither would I 
be able to define an average hard- 
ware stock. The demand for mer- 
chandise changes with the locality 
in which it is sold. Suburban 
neighborhoods, composed largely of 
home owners, carry greatly different 
stocks than stores located in apart- 
ment house sections. Districts that 
are experiencing building sell vast 
quantities of merchandise that is 
seldom sold in the built-up com- 
munity, and so it goes. 

One dealer will be a paint spe- 
cialist and a large share of his trade 
will be on that line of merchandise. 
The next dealer will specialize in 
electrical supplies or, perhaps, do a 
large business on radios, washing 
machines, electrical refrigerators, 
etc. In another case a dealer will 
have a large tinning and sheet metal 
business. Others specialize in glass- 
ware, china, toys and the endless 
variety of merchandise that can be 
combined with hardware. 

After 25 years’ experience in the 
hardware business I have come to 
the conclusion that success in re- 
tailing, like success in almost any 
other venture, is largely dependent 
upon the man. In my judgment, the 
chance for success lies 90 per cent 
with the individual. We have never 
been able to discover any substitute 
for initiative and hard work. When 
things do not go just as we would 
like to have them, it is the most 
natural thing in the world to think 


[ my experience, | have never 





* An address recently delivered before the Chicago 
Retail Hardware Association, 


The RETAILER 


as the JOBBER Sees H 


By C. J. WHIPPLE* 


President, Hibbard, Spencer, Bartlett & 
Co., Chicago 


up an alibi and put the blame for 
our own shortcomings upon some 
cause that had very little effect on 
the total result. 

There can be no argument about 
the changes that have taken place 
in retailing in the past decade 
Originally a retail dealer carried in 
stock the merchandise that the con- 
sumers in his locality needed in his 
particular line. He handed out what 
they came in and asked for. There 
was no such thing as mass produc- 
tion. Advertising was of minor im- 
portance and, perhaps, the greatest 
concern the dealer had was the 
prices of his nearest competitor. 

We have learned something in the 
last few years. We now know that 
open display with plain prices is 
what the people want. We know 
that attractive windows and clean, 
well lighted stores increase business. 
This has been proved in thousands 
of successful retail stores. Yet there 
are many hardware dealers who to- 
day will argue the matter with you. 

I frequently hear the statement 
on the part of the dealer that he 
objects to plain prices because his 
competitor knows the basis on which 
he is selling goods. One of these 
dealers, who was quite stubborn in 
his views on this subject, put this 
up to one of the men from our 
dealers’ service department, whom 
we have been sending around trim- 
ming windows, and, as a test case, 
our man trimmed two windows (one 
with prices and one without), and 
the priced window proved to be far 
more effective. 

Last year we sold a lot of display 
tables—about four miles of tables 
if placed end to end and we followed 
up a lot of these sales and found 
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that invariably the dealer reported 
an increase in business. On the aver- 
age, sales of table merchandise in- 
crease 30 per cent over carrying the 
same merchandise in show cases or 
on counters; yet a good many 
dealers will argue that table selling 
has been overdone. 

I get a variety of opinions on re- 
tail advertising. By advertising I 
mean telling the consumers in your 
locality of the goods you have for 
sale. There are many ways of doing 
this and I will not attempt to talk 
about them. But whatever plan is 
adopted must be followed regularly 
and not spasmodically. Yet many 
dealers tell me they have tried ad- 
vertising and it did not pay. 

Perhaps the most difficult thing 
we have to overcome is the ex- 
perienced dealer who has been suc- 
cessful in the past and who claims 
that his store is different. He will 
say, ‘“These plans are very interest- 
ing, but they will not work with me 
because my trade is different.” But 
when we come to check that state- 
ment and break it down into com- 
ponent parts and analyze it point by 
point, we cannot find any difference. 
That dealer is selling to consumers 
just as all the rest of you are and 
these consumers use the same things 
and are almost the same people. 

A few years ago one of my 
jobbing friends in the northwest told 
me that no chain stores would 
thrive in that country; that it was 
a one-crop country and both the 
dealers and the wholesalers had to 
be bankers and carry the people for 
nearly a year on most of their pur- 
chases. Yet the chain stores went 
in there and have been just as suc- 

(Continued on page 76) 
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SHOULD A 





HARDWARE STORE 


CARRY TWO QUALITIES 
OF PAINT? 


Or does the consumer ex- 
pect a hardware store to 
handle only first quality paints? 


HERE were certainly 
two sides to this ques- 
tion when discussed in- 
formally at the recent 
Rochester, N. Y., con- 
vention. Arguments 
based on experiences were offered 
in favor of adhering strictly to one 
line of first-grade paints, even 
though in many other lines a com- 
petitive grade of goods were car- 
ried. An equally good presentation 
was made by dealers whose experi- 
ences suggested a definite selling 
advantage with a first and second- 
grade line of paints. It was a very 


thorough study, taking into consid- 
eration stock investment, sales vol- 
ume, net profits and store reputation. 

It all started when past N. R. 
H. A. President R. J. Atkinson of 
3rooklyn asked: “Is there a stand- 
ard of quality, price and service 
which in the minds of the consumer 
is peculiar to hardware stores?” He 
said it was in his judgment a very 
debatable question, and to explain 
his query, continued : 

“The other day I called the atten- 
tion of one of my boys to quite a 
few articles that the chain stores 
were selling, and he turned me 


down. You know, when you have 
two sons in the business, you get 
turned down very often. He said 
that the quality was not good 
enough for our store. Now, was I 
going to sit there and see the chain 
stores making money because the 
quality was not good enough for 
our store? 

“Ts there a standard of quality. 
and price and service? Which is 
the most important? Are they all 
of equal importance, or which is the 
outstanding one? I think that every 
hardware man has some ideas on 
that. The most of them will pass 
up the chain stores in saying: “They 
sell a lot of junk and don’t have the 
quality we want.’ This indicates a 
lazy attitude on the part of the hard- 
ware man, and his best alibi is to 
say: ‘It is junk.’”’ 

The first response dealt with a 
paint department experience, and 
then came the general floor discus- 
sion, from which we quote as fol- 
lows: 

Mr. McGipney: “We have a 
Montgomery Ward store in our 
town, and they sell a line of paints 
for $2.70. We have always stuck 
to a line of pure paints, 
and I think we have lost a 
good many sales. 

“This year we put in 
second grade of paints 
that the manufacturer says will give 
good service. The other day a cus- 
tomer came in from a point some 
distance away. He evidently came 
to our store to get turpentine and oil 
with which to mix his paint. He 
saw a sign on this paint, ‘$2.39 a 
gallon,’ and said he forgot what he 
was paying over there; but he went 
over to Montgomery Ward’s and 
came back and bought five gallons 
of paint, and I know he was satis- 
fied with it; so by our handling this 
medium line of paint we got that 
business. 

“T thing customers have the idea 
more now than they ever had before 
that mail-order ‘stuff is not good. A 
loyal customer came in the other 
day and told one of the men that 
he wanted to see a barn shovel. We 
get 55 cents for a barn shovel. The 
only thing we specify is that they 
might have good handles. Well, this 
man tried the shovel and he didn’t 
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break the handle when he came 
down on it a little bit. He said: 
‘I went to Montgomery Ward’s this 
morning, and they look just the 
same, but the first one I tried, the 
handle broke; and the next one was 
no good.’ It is necessary, to get 
some of that trade, to have good 
handles. We have had a good many 
instances where we got trade that 
we knew Montgomery Ward lost 
out on. 

“IT think if we stick to the very 
highest grade tools we will lose out. 
I think it is very important for the 
hardware dealer to have a medium 
line of goods without getting into 
the very cheap stuff. If he does not 
have them, he is going to lose out, 
hecause people do not appreciate the 
difference.” 

A Memper asked: “How do you 
buy your paint?” 

Mr. McGispney answered: “We 
purchase all of our paint from one 
company. The first grade is a strict- 
ly pure white lead zinc and oil, and 
for that, I guess, we have a color 
card of probably thirty some colors. 
The second grade, so they say, is a 
pure linseed oil paint. They are both 
made by the same company. The 
second-grade paint is pure linseed 
oil. There is no lead in it. It isa 
silica and zine oxide paint; but I 
know the manufacturers pretty well. 
and they assure me that it will stand 
up.” 

A Member: “Of that second- 
grade paint, do you carry anything 
smaller than gallons?” 

Mr. McGisney: “Yes, we carry 
right down to pints; but the colors 
are the same as in our first-grade 
line. We started in with about half 
a dozen numbers of this second- 
grade paint. We find that we need 
practically all the colors.” 

A Memper: “Do you find it cuts 
into the sales of your first-grade 
paint ?” 

Mr. McGreney: “I think it adds 
to the sales.” 

A Mempser: “Do you try to sell 
the best paint?” 

Mr. McGrsney: “The theory is 
to always try to sell the best grade. 
I do not know whether it always 
works or not. A lady told me that 
a man came back for this second- 
grade paint, and he said: ‘That paint 
is fine paint. I know paint. I 
learned my trade in a small town 
in England and I know good paint 


when I see it, and I want some more 
of that.’ Now, ‘good paint’ means 
something that smells like linseed 
oil, according to my experience.” 
Mr. Manoney: “I just want to 
disagree with the gentleman on this 
subject because our experience has 
been the opposite. We thought at 
one time that we should have two 
grades of paint, and we stocked a 
lower-price paint and sold some of 
it from time to time. We also had 
customers who said that that paint 
was fine. They were consoling them- 
selves for using cheap paint. That 
does not apply all through the line. 
I think on tools and items like a 
low-price hammer, that is fine—and 
the same with saws or anything of 
that kind—but with paint you must 
have pints, quarts, and gallons. You 





comes in and asks for some paint. 
If you trot out some $2.50 paint, 
and he says, ‘I can buy that for 75 
cents, and you say, ‘We can give 
you something for 75 cents,’ you 
have got to change your story. It 
does not apply to lines like tools. 
We carried the cheaper line of paint 
and sort of lost interest in it. We 
kept an inventory and checked it up 
from year to year, but we could not 
do anything with it; in fact, some 
of the slower selling colors, when 
they were eventually sold, were 
brought back to us because they 
were unusable; and we took the 
line out. That has been our experi- 
ence, and I think that applies to 
paint. I would like to hear from 
some one else on that subject. This 
gentleman said he was just going 





sideration. 


your opinion? 





WHAT IS YOUR OPINION? 


The interesting verbatim discussion printed herewith ensued at 
the recent convention of the New York Hardware Association, 
held in Rochester. The relative merits of carrying one line of qual- 
ity paint, or two different grades—one of high quality and the 
other of competitive quality, were the principal factors under con- 


We welcome this opportunity to present both sides of this im- 
portant question as voiced by representative dealers. Your experi- 
ences with this same problem may differ in whole or in part and 
we would be glad to receive your ideas on this subject. What is 








must have sixteen colors anyway 
Figure it up and you have got quite 
a stock of paint. Now, the chain 
store has just one grade of paint. 
When you go to the chain store 
they talk all the while along the line 
that their paint is absolutely the best 
paint, and it sells for $2.50 or $2.75 
a gallon, or whatever it is. If you 
come to our stores, we have a bet- 
ter grade of paint. The paint manu- 
facturers talk to us in grades cost- 
ing more money. It might be that 
sometimes paint will be made under 
a different formula, and we might 
acknowledge that to be the right 
kind of paint; but, at the present 
time, lead, oil and zine seem to be 
the basis of the best paint, and it 
seems that it is impossible to pro- 
duce that for much less than a cer- 
tain price, and we must get some- 
where around $3.50 a gallon; but 
we say: ‘Our paint covers more.’ 
That is our argument if a man 


into it, so he cannot talk the way 
I am talking; if he had been into it 
for some time, maybe his experience 
would be different.” 

Mr. Van Vorts: “I was about 
to remark that the subject Mr. 
Atkinson brought before us is a 
very important one, in my mind. 
I have been selling hardware and 
farm machinery for over fifty years 
and have had some experience. I 
think for perhaps forty-two years 
of that time I always preached qual- 
ity and ignored the cheaper goods, 
and succeeded, I thought, pretty 
well up to within perhaps the last 
eight or ten years. I also have two 
sons in business with me, and they 
are and have been in favor of carry- 
ing goods to compete with the chain 
stores and the catalog houses. I 
have also fallen in with that idea, 
and for several years we have 
studied the catalogs and the chain 
stores, and wherever possible, where 
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we thought it was advisable, at least, 
we put in a certain amount of vari- 
ous classes of goods, even if we 
did not make very much money on 
them. For instance, we have quite 
a business in these new parcel-post 
boxes, which we sell for $2.98, the 
same as the catalog houses, and many 
other things; and the more you 
study that problem the more you 
will find you can buy to compete 
with them. Whereas, in years gone 
by, we did not think we could, and 
make things stand up well. We have 
a Newberry store in our village, and 
it sold many things at less than cost, 
but we know that many of those 
things are sold for cost, or less; but 
you have got to do that. 

“The point was brought out about 
customer loyalty. Well, I worked 
for a hardware merchant for seven 
years, and in those days we had 
hundreds of customers who would 
not buy anywhere else; but that 
day has gone by. Today you think 
you have loyal customers, and the 
first thing you know you see them 
buying somewhere else. 

“We had always sold first quality 
paint up to last year, so we have 
not had much experience with the 
cheaper quality. We simply have 
a color card and order. the paint 
for them if they want something 
cheaper. We tell them: ‘We will 
sell you something just as cheap as 
the catalog houses.’ 

“T think the mail-order houses do 
carry more than one quality. I think 
Mr. Mahoney is mistaken on that. 
The quality of the cheap paints is 
described practically the same as the 
better ones. 

“Last winter I had occasion to 
order a circular saw for a loyal cus- 
tomer of mine. I looked at their 
catalog, and the description of their 
circular saw was practically, for the 
cheap one, as strong a statement as 
for the better one. They do not call 
us robbers any more, but they do 
make false statements in the de- 
scriptions of their goods, because 
I have compared the two. 

“In regard to the cheaper paint, 
we have not believed in it very 
much, but still, last year, we ordered 
several lots for our customers sim- 
ply because they were going to send 
to the catalog houses. We said to 
them, ‘We will sell it to you just 
as cheap and guarantee it will be 
just as good,’ and we have not had 


any complaints. Just how far we 
are going to extend that I do not 
know ; but I believe we should keep 
the same class of goods as they do, 
because we are losing trade by not 
doing it.” 

Mr. ATKINSON: “We have only 
high-grade paint, but we have flat 
white in the cheap paint. We have 
flat white that we sell for $1.75. 
About two or three months ago I 
told one of my boys, ‘Pile up a pile 
of $3 paint alongside of the $1.75, 
and if we sell more $3 paint we will 
have learned something.’ If the 
hardware dealer does not have two 
lines, he invariably compares the 
good line with the cheap line; but 
if you will give him a chance to see 
the gool line he will buy it nine 
times out of ten. We sold a pile of 
the $1.75 paint when we had it alone 
there, but when we put the $3 paint 
alongside of it we sold more of the 
$3 paint.” 

Mr. Stevens: “A good paint is 
good for a long pull, and you cannot 
say that about the cheap paint; any- 
body who knows anything about 
paints knows that it is a second- 
grade paint. 

“What they hear about our store 
is that we have a clean store, good 
goods and high prices. A clean store 
is brought about by a woman who 
does nothing else from morning un- 
til the middle of the afternoon but 
keep it clean. I have even found 
her on the third floor dusting range 
boilers. Everything in the store is 
kept clean. Of course, that is her 
job to do that, and I do not believe 
it is a bad reputation to have: clean 
goods and good goods. I know that 
is good for the long pull. I know it 
because I have seen cheap things. | 
have seen it work out. I let a con- 
tract for a house and thought the 
contractor would come to me, but 
instead of that he bought cheap 
paint, and in the spring the paint 
had gone right down to the wood— 
this second-grade paint.” 

Mr. Pappock: “I feel that the 
recollection of the quality remains 
long after the price has been for- 
gotten. Now, cheap paint may get 
by for the time being, but in the 
long run does it? Does not the rec- 
ollection of the quality remain long 
after the price has been forgotten? 
I think that applies today the same 
as it did thirty years ago. I think 
we can add lines of household goods 


that will compete with the chain 
stores, but when it comes to paint 
I question if it is not the quality 
that pays in the long run.” 

Mr. Coupen: “I am glad to see 
the paint question brought out be- 
cause I have given a great deal of 
study to it. Now, I wonder just 
how this question of the price on 
paint will work out. I want to offer 
you a new angle that you may not 
approve of, but the very best grade 
of paint I sell for $3.25 a gallon in 
half lots. There is no money in it, 
but you will make it up on the rest 
of the goods he buys. I give him 
the best grade of goods. | do not 
know whether you approve of that 
or not.” 

Mr. MAnoney: “At one time we 
had two prices on paints: $3.75 and 
$3.50. When you are selling paint, 
everybody is buying paint at the 
same time, and there are forty-five 
or fifty customers there, and the 
clerk will put down a gallon of paint 
and say it is $3.50, and the other 
fellow will say, ‘I only pay $3.25 
for that.’ Well, the result was that 
we had to explain this thing so many 
times that we said, ‘$3.50 is the 
price of paint, for one gallon or 
fifty gallons, and that is the best 
price we can sell paint at.” A 
painter pays $3.50—they expect to 
pay $3.50—and if we reduce our 
price everybody gets the benefit of 
the reduction. 

“Schenectady is only fifteen or 
eighteen miles away from us, and 
all around you have those stores; 
and if we are going to sell goods in 
competition with the mail-order 
houses, we have got to find out first 
if the goods are going to be salable. 

“We do carry white paint—just 
one color, understand. 

“T had in mind, if you are going 
to put in a new line of paint, that 
you are going to put in sixteen 
colors, and you are going to have 
twelve or fifteen of those colors that 
are slow sellers; so that you have 
quite an investment in slow sellers 
and you will lose interest in it be- 
cause you are going to inventory 
some of those slow sellers so often 
that you will get tired of them.” 

Mr. Avpricut: “I would like to 
say that I am rather inclined to 
agree with Mr. Atkinson on the 
advisability of handling a cheap line 
of paint. 

(Continued on page 75) 





Displays that 
Appeal to the 


JUNE 
BRIDE 


By BERTHA ANNE HOUCK 


BOUT the busiest per- 
son in the world right 
now, far more occu- 
pied than the president 
of seven or eight big 
companies or the 

mother of a family of ten, is the 
June-bride-to-be. With her an- 
nouncement party in the back- 
ground, showers, trousseau, wed- 
ding gifts, honeymoon plans and 
her fiance take up practically every 
second of her days. In addition, 
she must manage to find time to 
select a place to live and to furnish 
it. From this standpoint she is the 
best prospective customer that the 
hardware dealer has, and he should 
make a definite and timely bid for 
her trade. 

He may do this through several 
avenues by saving her time, educat- 
ing her on household furnishings 
and appealing to her girlish tastes. 
As the up-to-date hardware mer- 
chant carries a full line of house- 
hold furnishings, including china- 
ware, glassware and unpainted fur- 
niture, he can link these things with 
his paint line to make attractive, 






Photo courtesy John Wanamaker, New York 


A window display based on this kind of set-up, with its attrac- 
tive color scheme and dainty table, makes a definite appeal to the 
June bride. In addition, it offers the hardware dealer the oppor- 
tunity to display paint, china and glassware, cutlery, unpainted 
furniture, electrical appliances, linoleum, window hardware and 
furniture decoration (decalcomania patterns and striping). 


instructive and practical displays. 
Since he competes in the matter of 
household furnishings with depart- 
ment and specialty stores, his sales- 
getting methods must be ingenious 
and definite to their appeal. 

The fundamental principle that 
he must keep in mind in planning 
his displays is that prettiness, dainti- 
ness and charm of color are quali- 
ties which appeal to the bride-to-be. 
In selecting the furnishings for her 
new home, her choice is still in- 
fluenced by the delicate tints and 
appurtenances which characterized 
her girlhood tastes. Along this line 
a nicely decorated breakfast room 
makes a very attractive window dis- 
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play which shows to advantage 
without crowding. On a background 
of wallboard painted in a soft jade 
green tint, a stencil design in peach 
makes a happy wall decoration. A 
window cut in the wall offers the 
opportunity for displaying window 
hardware and completes the back- 
ground by being daintily curtained 
in ruffled tie-back curtains of peach 
voile. 

A table and three chairs are lac- 
quered in lemon yellow and deco- 
rated with decalcomania patterns in 
shades of peach, pink, blue and 
green. A fourth chair is left un- 
painted to indicate that the dealer 
sells unpainted furniture. Aspaint 
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display—brushes, cans of paint, 
stenciling and decalcomania materi- 
als—should be grouped on and 
around the unpainted chair. A neat 
card indicates to the spectator that 
paint information, including prac- 
tical how-to-do material as well as 
color schemes, may be had within. 
It should also point out that special 
displays of interest to the June 
bride are to se seen inside. Through- 
out his advertising, the hardware 
dealer must suggest that such-and- 
such merchandise has an especial 
interest to the June bride, but he 
should refrain from saying that it 
is destined exclusively for her. This 
not only narrows his appeal, but 
leads towards self-consciousness on 
the bride’s part which 

might prevent her coming 

to inspect it from dislike 

of labeling herself. 

With flowers and linen, 
the hardware dealer can 
set the breakfast table 
charmingly and attractive- 
ly to display the best ex- 
amples of his stock of 
glass and china. The cut- 
lery can include the stain- 
less steel knives and forks 
with brightly colored han- 
dles which most hardware . 
dealers carry nowadays. 
The floor of the display 
should be partly varnished 
and a floor varnish display neatly 
arranged in one corner. A window 
of this type is sure-to attract the at- 
tention of every woman who passes 
it and the inspection of those who 
are especially interested in house 
furnishings and remodeling. An 
alternate suggestion is to have a 
model kitchen display or a summer 
porch with a set luncheon table grac- 
ing 1t. 

Now that you have sent an in- 
vitation through your attractive and 
through your other advertising 
channels to the June bride to come 
inside your store, what have you 
to offer which is especially planned 
to meet her tastes and needs? 
Whether she is building, buying or 
remodeling a house for future resi- 
dence, the problem of decoration, 
for both furnishings and_back- 
ground, is bound to exist. Here is 
your chance to tie up your paint 
line, one of the most permanent and 
profitable kinds of hardware mer- 
chandise, with the other wares in 


which the June bride is normally in- 
terested, such as glassware, china, 
cooking utensils and cutlery. While 
you are selling her something else, 
make the bride paint-minded; or 
make a paint sale an opportunity to 
sell her other hardware commodi- 
ties. 

How may paint and other hard- 
ware merchandise be linked? Let 
us take up kitchen utensils first. 
Included with them are cutlery and 
electrical appliances. The interior 
display space of the hardware store 
should feature merchandise for the 








June bride during several weeks out 
of this month, and the first part of 
June. If space is limited, the dealer 
should advertise a kitchen display 
one week ; a glass and china display 
the next. Paint and unpainted fur- 
niture may be included in both. 
Keeping in mind the means of ap- 
proaching the June bride—by sav- 
ing her time, educating her on 
household furnishings and appeal- 
ing to her feminine tastes—the 
hardware dealer should select the 
details of his kitchen display care- 
fully. 

The background must be freshly 
painted in light pleasing tints and 
should indicate the sanitary value 
of plain painted walls which are 
easily washed. While it is not 
necessary to set up a kitchen com- 
pletely for this display, the sug- 
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gestion of one, by means of wall- 
board and paint is recommended. 
Since many a bride is at a loss as 
to the exact equipment necessary 
for furnishing the kitchen, a display 
which includes the minimum num- 
ber of pots and pans, paring knives, 
can openers and so forth, will 
clarify her mind as to what she 
needs and so save much of the time 
that is spent on floundering inde- 
cision. A display of desirable extra 
equipment, which includes the more 
fancy and elaborate kitchen fur- 
nishings, can supplement the neces- 
sities. 

Unpainted kitchen furniture, sug- 
gested color scheme for the kitchen 
illustrated with paint samples,cans of 
paint, lacquer, enamel and 
varnish and concise paint 
information should be an 
appendant of the display. 
The salesman must be 
qualified to furnish advice 
on painting the kitchen, 
both from a decorative as 
well as a practical stand- 
point. If the bride finds 
the kitchen in the house of 
her dreams very un- 
dream-like, with unbecom- 
ing tan walls and dark 
woodwork, he can suggest 
lemon yellow or pale apple 
green with delft blue trim 
which will be a happier ex- 
pression of her womanly 
imaginings. 

China and glassware dis- 
plays offer an opportunity 
for the exhibition of un- 
painted furniture and for 
information on and examples of its 
painting and decoration. Just as 
unpainted kitchen furniture supple- 
ments the kitchenware display, un- 
painted breakfast room and porch 
furniture may be tied up with glass- 
ware and china. A further means 
of linking paint with glassware and 
china is to select the newest and 
most interesting sets of both, set 
several tables as charmingly as pos- 
sible, using glass and china of the 
same type, in colors which are har- 
monious with each other and with 
the linen and flowers. Then suggest 
a color scheme for a room into 
which each table would fit appro- 
priately. 

For example, a table covered with 
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(Continued on page 75) 
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C. V. Davenport, Instructor at Columbia University Extension for ten 
years, is not only a teacher but an outstanding salesman himself. He 
is also Sales Manager of the Economist Retail Services, a division of 
the United Business Publishers, and Business Manager of the Econ- 
omist Motion Picture Service on retail selling for retail sales 
people. Mr. Davenport will write a series of articles for our 
readers. He is thoroughly conversant with the retail selling 














Cc. V. DAVENPORT 


problems as he has had several years of Merchandising, 
Advertising and Sales Promotion work in the retail store 
field. It has been his privilege to contact hundreds 
of stores throughout the United States in making 
sales talks to Executives and sales people, which 
thoroughly qualifies him in the retail field of 


Sales management. 


HOW TO RAISE THE STANDARD 
OF SELLING IN YOUR STORE 


By C. V. DAVENPORT 


B USINESS is founded and run 
on successful selling and merchan- 
dising, and back of everything 
stands sales transactions. Naturally, 
the management measures depart- 
ment success by profitable sales. It 
must be therefore that whatever pro- 
motes and increases sales increases 
the store’s success. How does knowl- 
edge of merchandise do this? In 
brief, it provides the intelligence 
and confidence, which enable the 
salesclerk to find quickly, show con- 
vincingly and sell successfully, just 
that merchandise which the custom- 
er wants. It assures that intelli- 
gent enthusiasm and interest which 
assures volume of satisfactory sales. 
What does this imply? Many defi- 
nite things, prominent among which 
are: 

1. Thorough acquaintance with 
stock, just what and where it is, 
different styles, sizes, colors, price 
range, etc. 

2. Appreciation of values, quali- 
ties, advantages and comparative 
price of each (from customer's 
viewpoint ). 

3. Appropriateness of each article 
to the customer’s need, style, taste 
and general demands. 

4. How much is needed, correct 
size and other intimate and practical 
suggestions. 

5. Ability to suggest and supply. 
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KNOWLEDGE OF MERCHAN.- 

DISE ASSISTS IN ITS CARE 

This requires brains you'll admit, 
the real ability which determines 
rank in skillful selling. Thus, it is 
that each individually determines his 
success in proportion as each con- 
tributes to the store’s success. An- 
other colossal “detail” in knowledge 
of merchandise also requiring brains 
and not to be overlooked, is its care. 
Knowing merchandise, from the 
viewpoint of its successful sale, so 
impresses the salesclerk with the 
necessity of its care, that automati- 
cally he becomes professional in 
caring for it. Knowledge of mer- 
chandise suggests not only care but 
the proper care for each different 
kind or line of merchandise. Mer- 
chandise with study becomes an in- 
dividual thing, worthy of individual 
attention. 


HOW TO SELL SUCCESS. 
FULLY IS A STUDY 
IN ITSELF 

It is possible to know merchan- 
dise and yet be unable to sell it suc- 
cessfully. There are some excellent 
stockkeepers, who are not profitable 
salesclerks. On the other hand, 
there are some clever salespeople, 
who can sell the merchandise and 
know practically nothing about it, 
but they do not build business. They 
are more likely, in the end, to hinder, 
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rather than help, because they 
blindly and selfishly place sales be- 
fore services. They do not sell ser- 
vice and merchandise, but only mer- 
chandise. Customers pay for both 
and rightfully expect both. Hence 
in our consideration of store suc- 
cess, knowledge of merchandise and 
how to sell it successfully go hand 
in hand. They are inseparable. 

Selling today is not “luck.” It 
is knowing How to Sell—for there 
is always a reason “why” underly- 
ing every Successful and Unsuccess- 
ful Sale. Customers may differ 
from each other, as, of course, they 
do. Salesmen, too, are different, 
one from another. But all human 
behavior follows the same natural 
laws of thinking and acting. 

Learning How to Sell successful- 
ly is something from which no sales- 
man ever graduates. It is impossi- 
ble to “know it all”; however, daily 
observation of the other man’s sell- 
ing methods and learning from one’s 
own experiences add materially to 
permanent Success. 
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AS OTHERS SEE US 
ACTUAL HAPPENINGS 


It may be interesting and profit- 
able to those who read the cases here 
illustrated. 

This report was secured from a 
well-known store in New England 
who secured the services of a 
shopping expert to do shopping in 
their store and report on each trans- 
action. 


GOOD ORDER-TAKER BUT 
NO “FOLLOW-UP” 


The shopping expert was pleas- 
antly greeted. The salesperson 
neatly dressed, having good appear- 
ance and a good knowledge of the 
stock. Mental attitude _ bright. 
When the sale had been made, the 
expert went to look at other goods 
while waiting for change, but the 
sales-person paid no further atten- 
tion to the customer and turned to 
talk to fellow-salespeople until the 
change came back. There was no 
suggestiveness or any following up 
of the customer with a possibility 
of securing further sales. 


CREATED FAVORABLE 
IMPRESSION 


The shopping expert was pleas- 
antly greeted, sales-person neatly 
dressed and of good appearance and 
mentality. Had excellent knowl- 
edge of stock. Ready in the display 
of merchandise, suggestive in open- 
ing up special merchandise which 
had been marked down and showed 
a distinct willingness in offering dis- 
play. 


UNREFINED, INDIFFERENT, 
TOO ANXIOUS TO GOSSIP 


The shopping expert was greeted 
very indifferently, the sales-person 
standing talking to other salespeople 
at the counter. Physical appearance 
good. The mental attitude was very 
bright and the physical condition 
good. Sales-person had good knowl- 
edge of stock, but not disposed to 
show more than could be helped. 
No suggestive selling and con- 
siderable delay in giving attention. 





SERVICE 
INSPIRATIONS 


SELLING FEAR 


Fear has killed many sales 
due to lack of knowledge of 
your merchandise and custom- 
ers. The greater your knowl- 
edge of selling the greater 
your sales. 


Your future importance de- 
pends largely upon the im- 
portance you place in the 
things you now do. There is 
a vast difference between the 
ordinary and important indi- 
vidual. 


The more you suggest and 
concentrate the more force 
your suggestion will carry. If 
you are to conquer you must 
know how to sell by sug- 
gestion. 


SELLING 


It takes an active mind to 
keep selling. If you become 
inactive, you cease to be a 
salesman. Assert yourself. 
The only way to keep your 
ability growing is to use it. 


ANALYZE YOURSELF 

Draw a picture with your 
mind’s eye and in it put your 
selling “lacks.” Get alone with 
yourself as often as you can. 
Give yourself the most 
thorough criticism. 


ARE YOU DOING IT? 


Every great salesman has 
developed the greatest of all 
habits—that is to think ac- 
curately, logically, clearly and 
quickly. 
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SINGLE WORD 
SELLING SUGGESTIONS 


It outlines under each merchan- 
dise heading, a number of words 
that should increase the reader's vo- 
cabulary and at the same time offer 
inspiration toward increased selling 
suggestions by linking up with the 
salient points of the merchandise. 

It is hoped that the suggestions 
set forth will materially assist those 
who are willing to study and analyze 
their work. 

Words are powerful, they are ex- 
pressions of ideas. The shortest 
words often present the most 
forcible arguments. The briefest 
sentences are usually the best. Ex- 
perienced people find that a clean- 
cut, distinct expression is best con- 
veyed by short words and_ short 


sentences. 


ELECTRIC FANS Pots 


Seasonableness 
Luxury 

Sizes 
Safety-Guards 
Prices Convenient 
Nursery 
Kitchen 
Summertime 
Heat 

Breese 
Rejuvenate 
Comfort 
Variety 
Durability 
Reyolving 
Cooling 
Upkeep 

Per Kilowatt 
Per Hour 
Hair Drying 
Useful 
Economy 
Necessity 
Makes 
Simplicity 
Cost 


COOKING 
UTENSILS 


Pantry 
Kitchen 
Convenient 
Time-saver 
Labor-saver 
Inexpensive 
Aluminum 
Graniteware 
Tin 

Steel 

Nests 

Pans 


Kettles 
Finish 

Tires 

Wheels 
Rubber 
Finish 
Operation 
Durability 
Light Running 
lor Cafes 
l‘or Campers 
Latest 

New 


COOKING 
UTENSILS 
Measure 
Pint 

Gallon 
Quart 
Ouality 
Ouantity 
Price 
Repairs 
Guaranteed 
») pecialty 
Serviceable 
Worth 
Ixcellent 
Goodness 
Cooking 
l*rying 
Baking 
Broiling 
Boiling 
Wear 
Popular 
Installment 
Outfit 
Completeness 
Extra 

For Homes 











Executive 
Changes, Meet- 
ings, Current 
Events in the 
Trade 
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| 
HEAVY HARDWARE MEN | 
WILL MEET IN CHICAGO 


The members of the Ameri- 
can Steel & Heavy Hardware 
Association will hold the 21st 
annual convention of the or- 
ganization at the Edgewater 
Beach Hotel, Chicago, IIl., on 
May 20, 21 and 22. 

At the Tuesday morning ses- 
sion Allen D. Albert, assistant 
to the director of the Chicago 
World’s Fair of 1933, will make 


| PRATT & LAMBERT OPEN 





an address. The afternoon ses- 
sion will be devoted to discus- 
sions of the cost of doing busi- 
ness and related subjects. 

A. L. Philbrick, chairman of | 
the association’s cost of doing 
business committee, will present 
a detailed tabulation of the 
overhead expenses of steel ware- 
house distributors and heavy 
hardware dealers in the organi- 
zation. W. G. Jamison, U. S. 
Department of Commerce, will 
talk on the subject, “Present 
Day Problems in Distribution.” 
He will give a brief summary 
of facts as found by the Fed- 
eral government in a compre- 
hensive survey, made by it. 

At the Wednesday morning 
meeting, the cutting schedule 
committee will present a report 
of interest to every warehouse 
distributor in the country. 
Problems of the warehouse dis- 
tributors of iron and steel and 
of the cold finished steel indus- 
try, hot rolled steel industry 
and sheet steel distributor will 
be considered and discussed. 
On that afternoon the members 
of the convention have been in- 
vited to visit the plant of Jo- 
seph T. Ryerson & Sons in 
Chicago. A general session will 
be held on Thursday morning 
and officers will be elected. 

On Tuesday evening a thea- 
tre party will be held for the 
delegates and ladies attending. 
Wednesday evening will be de- 
voted to a dinner dance at the 
Edgewater Beach Hotel and 
Thursday afternoon will be 
given over to golf. 





OAKLAND FOUNDRY BUYS 
QUALITY STOVE & RANGE 


Oakland Foundry Co., Belle- 
ville, Ill., has recently bought 
out the Quality Stove & Range 


| floors. 
| St. The building is three stor- 





Co. of Belleville, Ill. The 


Oakland organization is now 
equipped to manufacture a com- 
plete line of gas stoves and 
ranges. It is planned to offer 
some new stoves around the 
first of the year. 


NEW OFFICE BUILDING 


Pratt & Lambert, Inc., Buf- 
falo, N. Y., have just opened a 
new administration building in 
Buffalo. It is built of brick, 
stone and hollow tile, with steel 
columns and beams and concrete 
It fronts on Tonawanda 


ies high and measures 100 feet 
by 50 feet. It connects with the 
advertising building by means 
of a two-story wing. 

This building, which is fin- 
ished in Indiana limestone and 
face brick, is constructed so as 
to allow for the future con- 
struction of a fourth story. In 
the basement are located locker, 
wash and rest rooms and a rec- 
ord room, stationery stock room, | 
record vault and janitor’s room. | 
On the first and second stories | 
are the general offices and ex- | 
ecutive headquarters. The third | 
floor has a cafeteria, kitchen, | 
auditorium and school room for | 
salesmen. The executive offices | 
are finished in modern manner 
as to furnishings and decora- 
tions. 





HYGRADE OPENS OFFICE 
IN CLEVELAND, OHIO 


Hygrade Lamp Co., Salem, 
Mass., has opened a_ branch 
sales office at 1783 E. 11th St., 
Cleveland, Ohio. E. J. Wohl- 
feld is in charge of the office as 
district sales manager. Pre- 
viously he had covered this ter- 
ritory as a commission sales- 
man. His assistant will be | 
Sidney Lando and there will be 
five men selling from _ that 
office. 

The new office will take care 
of the territory on Hygrade 
lamps, including southern Ohio, 
Michigan, Indiana, West Vir- 
ginia and western Pennsylvania. 
On Hy-grade Radio Tubes this 
office will take care of Ohio, 
New York, Michigan, Indiana, 
West Virginia, northern Ken- 
tucky and western Pennsylvania. 
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CONROY, SALES MANAGER 
FOR TREMONT NAIL CO. 


J. E. Conroy has been ap- 
pointed as sales manager, Tre- 
mont Nail Co., Wareham, Mass. 
He was previously general su- 
perintendent, Standard Horse 





J. E. CONROY 


Shoe Co., South Wareham, 
Mass. Mr. Conroy will have 
full charge of sales, under the 
direction of J. F. Kenyon, pres- 
ident of the organization. 

Tremont Nail Co. has been 
manufacturing nails for over a 
century. 

HERSTEIN, VICE-PRES., 

ARMSTRONG ELECTRIC 


The Armstrong Electric & 
Mfg. Co., Huntington, W. Va., 
has announced the appointment 
of W. R. Herstein, as vice- 
president. His headquarters will 
be in the Sternick Bldg., Mem- 
phis, Tenn., from which office 
he will direct the activities of 
the company in the South and 
Middle West. 

He will direct the sales or- 
ganization in South Carolina, 
Georgia, Florida, Alabama, Ten- 
nessee, Mississippi, Louisiana, 
Arkansas, Oklahoma, Kansas, 
Missouri and parts of Ken- 
tucky and Indiana. 


W. F. MARKHAM, DIES; 
INVENTED AIR RIFLE 


W. F. Markham, 79, inventor 
of the air rifle and founder of 
the Markham Air Rifle Co. of 
Plymouth, Mich., died in Glen- 
dale, Cal., on May 2. 








MORTON SCHWABACHER 
SUCCEEDS HIS FATHER 


Morton L. Schwabacher has 
been elected president of Schwa- 
bacher Hardware Co., Seattle, 
Wash., wholesale hardware dis- 
tributors. He succeeds his 
father, Leo S. Schwabacher, 
who died recently. Nathan Eck- 
stein, president, Schwabacher 
Bros. & Co., Seattle, is the new 
chairman of the board. 

Since 1906 Leo S. Schwa- 
bacher had held a high position 
in the organization. Prior to 
that time he sold on the road, 
served in the offices and worked 
in the other departments of the 
organization. In addition Mr. 
Schwabacher was financially in- 
terested in Schwabacher Bros. 
& Co., Inc., and the Gatzert- 
Schwabacher Land Co. He was 
the son of one of the founders 
of the company, which dates 
from 1869. 


STELLWAGEN REPRESENTS 
SEVERAL MFRS. 


Fred L. Stellwagen, Jr., has 
opened an office at 296 Broad- 
way, New York City, as manu- 
facturer’s representative. He is 
agent for Chantrell Hardware 
& Tool Co. and the Detroit 
Door Check Co. At the same 
time he is district sales mana- 
ger for Ajax Flexible Coupling 
Co. 

For the past nine years, Mr. 
Stellwagen has been associated 
with J. C. McCarty & Co. and 
prior to that time he was with 
John H. Graham & Co. He 
enjoys a wide acquaintance with 
the hardware and contractors 
supply trade in the east. 





WALTER BYDE OPENS 
NEW STORE IN FRESNO 


Walter Byde opened his own 
hardware store recently in 
Fresno, Cal. Until the business, 
conducted by Kutner, in that 
city, was sold out, he had been 
employed in it. He had been 
with the Kutner organization 
for 32 years. 

Mr. Byde has a modern store 
with a full line of hardware 
and other allied lines and is lo- 
cated in the heart of the thea- 
trical district, where he is doing 
a good business, according to 
reports. 
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KENTUCKY WAGON BUYS THE BIRDSELL MFG. CO.— 
FRED W. GIGAX ELECTED VICE-PRESIDENT 


The Kentucky Wagon Mfg. 
Co., Inc., Louisville, Ky., has 
just purchased the good-will, 
patterns and all material, raw 
and finished stock covering 
the entire wagon line of the 
Birdsell Mfg. Co., South Bend, 
Ind. The Birdsell organization 
has been manufacturing wagons 
since 1855. 

All repairs and complete 
wagons will be provided to 
Birdsell dealers and jobbers by 
the Kentucky organization. Bird- 
sell Mfg. Co. will continue the 
sale of Birdsell wagons in ter- 
ritories assigned to it. All cor- 
respondence and shipments will 
be handled by the Kentucky 
company’s offices at Louisville. 
Birdsell wagons will be sold by 
salesmen of the Kentucky con- 
cern, in conjunction with the 
other lines of wagons made and 
sold by Kentucky Wagon Mfg. 
Co. 

Robert V. Board, president of 
the Kentucky firm stated that 
he had a plant of sufficient ca- 
pacity to supply practically all 
of the wagons in the United 
States. Negotiations are said to 
be pending with two other 
wagon manufacturers for the 
purchase of their wagon lines. 

Fred W. Gigax has 


W. EARLE PASHLEY IS 
SECOND VICE PRESIDENT 
OF THE C. F. PEASE CO. 


W. Earle Pashley has been 
made second vice-president and 
assistant sales manager of The 
C. F. Pease Co., Chicago, Ill. 
He had previously been adver- 
tising manager of the organi- 
zation. 

C. D. McCormick, former 
assistant advertising manager 
succeeds Mr. Pashley as adver- 
tising manager. For four years 
he has been with the company. 
Before that time he was con- 
nected with the Illinois Glass 
Co., Alton, Il. 


LINEAR RUBBER MOVES 
INTO NEW _ BUILDING 


Linear Packing & Rubber 
Co. has moved its factory and 
general offices from Marshall 
and Berks Sts., Philadelphia, 
Pa., to State Road and Levick 
Sts. This new plant is lo- 
cated at the plaza of the Ta- 
cony-Palmyra Bridge, Tacony, 
Philadelphia, on the main line 
of the Pennsylvania Railroad. 

The plant supplements the 
rubber mill recently acquired 
by the organization, and enables 
production of the entire line 
from raw to finished products 


been | 


elected vice-president and direc- 
tor of the Kentucky Wagon 
Mfg. Co., Louisville, Ky. He 
is well known in the industry 
and has had many years of ex 
perience in manufacturing and 
merchandising farm implements 
and similar lines. In the past 
three months, Mr. Gigax in- 
augurated an extensive sales 
and manufacturing campaign. 

Mr. Gigax announced the ap- 
pointment of members of the 
sales staff. C. A. Wilson, cov- 
ers Indiana and J. F. Ohman- 
sick will have charge of Ohio 


and southern Michigan. The 
other appointees are: F. K. 
Gigax, Illinois and eastern 


Iowa, M. E. Sims, Tennessee 
and part of Arkansas, F. C. 
Kimbel, Louisiana, Alabama, 
southern Arkansas and western 
Florida, R. L. McMillen, Geor- 
gia and South Carolina, Victor 
Legris, Montreal, for Ontario 
and Quebec, Walter T. Welsh, 
| northern Illinois and Wisconsin 
and W. M. Schneider is gen- 
eral representative covering ter- 
ritories not already occupied by 
salesmen already on the staff. 
Arrangements are being made 
for the covering of Nebraska, 
Kansas, Oklahoma and_ the 
Pacific Coast. 





,to be carried on in one unit. 
This concern is one of the old- 
est packing manufacturing 
companies in the country, as 
it was established in 1898. 
A. W. Swartz is president and 
the other officers are Frank 
Mayo, vice-president; William 
C. Fisler, secretary-treasurer ; 
and A. A. Stevenson, chairman 
of the board. 





ALRED E. FOLEY 


Vice-President, Coleman Lamp 

& Supply Co., Wichita, Kan. 

and resident manager of the or- 

ganization’s office in Chicago, 

Ill., whose death was recorded 

in last week’s issue of Hardware 
Age. 











BIGGERS IS PRESIDENT 
OF LIBBEY - OWENS - FORD 


John D. Biggers has been 
elected president of Libbey- 
Owens-Ford Glass Co. To- 


ledo, Ohio, the recently formed 
organization combining the 
Libbey-Owens Glass Co. with 


the Edward Ford Plate Glass 





JOHN D. BIGGERS 


Co. Mr. Biggers’ election was 
announced when directors ap- 
proved of the merger. 

He has been known in the 
glass and automotive industries 
for many years and was first 
connected with the glass indus- 
try in 1914. Mr. Biggers was 
vice-president and general sales 
manager of the Owens Bottle 
Co., Toledo, in 1926, at which 
time he resigned to join the 
Graham Brothers Corp. Later 
he was vice-president of the 
Graham organization and a di- 
rector of the Libbey-Owens 
Glass Co. and was intimately 
associated with Graham inter- 
ests in the glass manufactur- 
ing field. 

At the time of the merger’s 
approval of the directors, Mr. 
Biggers succeeded James C. 
Blair, who became chairman of 
the board as successor to Ray 
A. Graham. Mr. Biggers after 
leaving the Libbey-Owens firm 
went to England as managing 
director of Dodge Bros. of 
Britain, Ltd., and returned to 
this country in 1927 as vice- 
president of the Graham 
Brothers Corp. in New York 
City. He also served as gen- 
eral manager of factory 
branches and as vice-president 
and general manager of Gra- 
ham-Paige International Corp. 

Mr. Biggers is the son of 
W. D. Biggers, Continental 
Screen Co., Detroit, Mich., a 
former president of the Ameri- 
can Hardware Manufacturers’ 
Association. 


URGE INCREASED BUDGET 
FOR TRADE PRACTICE 
3 WORK DEVELOPMENT 

The group conference on 
trade practice rules of the Fed- 
eral Trade Commission, held 
in Washington, D. C., the week 
of April 28 in connection with 
the eighteenth annual meeting 
of the Chamber of Commerce 
of the United States presented 
a resolution commending the 
course of the Commission and 
urged greater appropriations 
for the Commission. 

The general sentiment of the 
meeting was that while Amer- 
ican business and industry have 
not gone far along the road 
toward complete — self-regula- 
tion and while there are many 
difficulties to solve and many 
obstacles to overcome, there is 
every reason to be hopeful and 
to look upon the step so far 
taken as distinct advances to- 
ward a day when they will 
not engage in foolish and costly 
warfare among themselves and 


when their conduct will have 
the understanding and sym- 
pathy of government. 

Gilbert H. Montague, New 


York attorney, who has _ had 
much experience in the crea- 
tion of trade practice groups, 
told the meeting that while the 
situation with respect to what 
may and what may not be law- 
fully done does not permit a 
“pontifical statement” it is pos- 
sible to establish a code which 
will work efficiently and under 
which an industry or a_busi- 
ness may carry on successfully. 

Fred W. Swanson, commis- 
sioner, National Plumbing and 
Heating Institute of Chicago, 
declared that out of his expe- 
rience with trade practice codes 
and methods of procedure any 
machinery that is set up must 
“have a top and a_ bottom.” 
The “top,” he explained, “must 
instruct, the bottom must have 
contact with the individuals in 
the industry. He added that “if 
we had 500 businesses and 500,- 
000 men working for proper 
methods in conference prac- 
tice in business we would have 
no difference of opinion about 
the value of this work.” 


SOUTHERN CAL. ASSN. 
MOVES HEADQUARTERS 


The headquarters of the 
Southern California Retail 
Hardware Association have 
been moved to 420 East 8th St., 
Los Angeles, Cal. H. L. Boyd, 


secretary-treasurer, made this 





| announcement recently. 
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WM. REITZ DIES; PITTS. 
BURGH STEEL TREAS. 
William C. Reitz, vice-presi- 

dent, treasurer and one of the 

founders of the Pittsburgh 

Steel Co., Pittsburgh, Pa., died 

at his home in that city on 

May 3, following a short ill- 





WILLIAM C. REITZ 


ness. He was born in Pitts- 
burgh in 1855. 

After a varied career in the 
steel industry he joined with 
others in the organization of 
the Pittsburgh company in 1900 
and had served it continuously 
as vice-president, treasurer 


and director. He was _ also 
treasurer of the Pittsburgh 
Steel Products Co., the Na- 
tional Steel Fabric Co., the 


Monessen Coal & Coke Co. and 
the Pittsburgh Steel Ore Co., 
all subsidiaries of the company 
with which he was identified. 





WILL MANAGE 
co. WORKS 


C. E. Moberg, factory sup- 
erintendent, One Minute Mfg. 
Co., Newton, Iowa, for the past 
six years, has gone to Dowaiac, 
Mich., to become works mana- 
ger for Beckwith Stove Co. 


MOBERG 
BECKWITH 





EDWARD LOGAN PASSES; 
KLEIN - LOGAN FOUNDER 


Edward P. Logan, one of the 
founders of the Klein-Logan 
Co., South 13th St., Pittsburgh, 
Pa., tool manufacturers, died 
at his home in Mt. Lebanon, 
Pa., on May 3. He was born in 
Alleghany, Pa. now North 
Side, Pittsburgh, Pa., in 1848, 
the son of the late John T. 
Logan, one of the founders of 
the Logan-Gregg Hardware 
Co., Pittsburgh. 

Mr. Logan was one of the 
founders of the Klein-Logan 
Co., 60 years ago, and was its 
treasurer until his retirement 
in January. He was chairman 
of the board of the Iron & Glass 
Dollar Savings Bank, Carson 
St., Pittsburgh. 








GRISWOLD WITH CORBIN 
IN PHILA. 31 YEARS 
E. C. Griswold celebrated his 


thirty-first year with Corbin 


Cabinet Lock Co., New Britain, | 
March 27. Mr. 
is the 


Conn., on 


Griswold Philadelphia 






LF 


E. C. GRISWOLD 


manager for the Corbin organi- 
is well known in 


For many years he 


zation and 
the trade. 
has been an active participant 
at major hardware conventions. 


BROOKLYN ASSOCIATION 


HEARS STATE OFFICERS 
Seventy-five members and 


friends, including five ladies, 
attended the monthly meeting 
of the Brooklyn Hardware As- 
suciation, held May 8, at the 
Building, 10 Nevins 


A new room on 


Johnston 
St., Brooklyn. 
the 6th floor was used and will | 











be the scene of future meetings. 


It is a larger, better lighted | 


and more thoroughly ventilated | 


room. 

Robert L. Hammond, presi- 
dent, was in charge of the meet- 
ing. He called on H. A. Cor- 
nell, who reported on the prog- 
ress made by the Metropolitan | 
Association in planning its out- 
ing for June 18. Edward F. | 
Daily, past president of the as- 
sociation, told of the plan of 
the directors to assist the pres- 
ident in the planning of meet- | 
ings and the stimulation of at- 
tendance. After the reading 
of the secretary’s report on the 
April meeting, it was an- 
nounced that the June 12 meet- 
ing would feature a_banker’s 
talk about the means of work- 
ing with a bank, in the con- 
ducting of a retail business 
along sound financial lines. 

Mr. Hammond then turned 
the meeting over to the New 
York State organization. Be- 
fore introducing Frank  S. | 
Sticht, Fort Plains, N. Y., 
president, he mentioned that it 
was essentially a State meet- 
ing from that point on. Mr. 














Sticht urged the association 
members to keep good stock 
records, supervise stock care- 
fully, watch displays and make 
sure that customers were 
greeted with hospitality. He 
pointed out that women make 
70 per cent of the purchases 
and are therefore the ones to 
appeal to in the arrangement of 
pleasant appearing displays, 
the keeping of stock in an or- 
derly manner and the hiring of 
courteous salesmen. 

John Foley, secretary of the 
State body, was then called 
upon to give his address. In 
his talk Mr. Foley told of the 
formation of the State organi- 
zation and of its purpose. He 
pointed out the steady growth 
of the body and told of its 
services and work for the 
members. Mr. Foley stressed 
the importance of gaining and 
keeping the public confidence 
by the proper presentation of 
good merchandise in a_ well- 
stocked and orderly store. He 
reminded his listeners that they 
were in business to serve their 
customers to the best of their 
ability. 

Mr. Foley then introduced 
George Gaylord Hoy, the new 
field man of the association. 
Mr. Hoy explained the analy- 
sis methods available to mem- 
bers, who cooperated by offer- 
ing figures on their own indi- 
vidual stores. He explained the 
methods of comparing and 
analyzing the business of the 
individual store with the av- 
erage store owned by members, 
as to percentages of profit, ex- 
pense and costs. A model 
window display, set up in the 
hall, was explained by Mr. 
Hoy. It featured aluminum 
goods and reminded the shopper 
that Mother’s Day 
were ih the window. The 
principle of having a balanced 
display, featuring one particu- 


lar type of merchandise and of- | 


fering a special of at least one 


item, was described. He ad- 
vised members to schedule and 


plan their window displays for 
a year at a time, taking into 
consideration special days and 
holidays. 

Mr. Hoy told of the display 
and equipment analysis work 
that the association offers its 
members. Members were ad- 
vised that Mr. Foley and Mr. 
Hoy would be pleased to visit 
any merchants in need of ad- 
vice and assistance in the han- 


dling of their display and equip- | 


Atkin- 


ment problems. R. J. 


son was called on, after ques- | 


tions had been answered, to 
summarize the meeting. Re- 
freshments were then served in 
Joe’s Restaurant, in the same 
building. 


presents | 


O'BRIEN WILL MANAGE 


George C. O’Brien has been 
appointed manager of the Chi- 
cago office of the naval stores 
department, Hercules Powder 
Co., Inc., Wilmington, Del. He 
was formerly assistant sales 
manager of the organization, 
in the main office, and is well 
known in naval stores circles. 

Mr. O’Brien succeeds J. C. 
Haile in the direction of sales 
of Hercules steam - distilled 





GEORGE C. O’BRIEN 


wood products from Chicago 
and his territory includes fifteen 
mid-western states. Mr. Haile 
will be in charge of special 
sales work in cooperation with 
the management, at Wéilming- 
ton, Del. He is well known in 
the territory surrounding Chi- 
cago. 


CARL P. SEYLER DIES; 





HEADED SEYLER CO. 
Carl P. Seyler, president 
Seyler Mfg. Co., Butler Plank 


Road, Pittsburgh, Pa., died at 
his home in Glenshaw, Pa., on 
May 2. He was born in Cleve- 
land, Ohio, in 1866 and went to 
| Pittsburgh in 1900 to organize 
| 


| 
| 


a pole line and hardware de- 
partment for Hubbard & Co. 
Mr. Seyler later became vice- 
| president and general manager 
of the Hubbard organization, 
| which position he resigned in 
| 1921 to organize his own com- 
| pany. 


MARTIN WANTS CATALOGS 
OF HARDWARE PRODUCTS 


R. Allen Martin, Freeland, 
Pa., would appreciate receiving 
catalogs and literature from 
| manufacturers and _ wholesale 
distributing houses. He _ has 
| been in business since the be- 
| ginning of the year and wants 
| hardware, plumbing, wall paper 

and paint line information, in 
| particular. 
| 





HERCULES NAVAL STORES 
BRANCH IN CHICAGO 
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CHARLES A. ADAMS DIES; | 


WITH VARICK 60 YEARS 

Charles A. 
on May 
Pratt, Kan., while on his wav 
to his home in Manchester. 
N. H. For more than 60 years 
he had been with the John B 
Varick Co. in Manchester. 
N. H. 

Mr. 
ploy of 


Adams, 82, died 


3 on a train near 


Adams entered the em- 
the Varick organiza- 

















CHARLES A. ADAMS 


tion in 1868, at the age of 21: 
In 1884 he was made manager 
of the business, at the time of 


the company’s incorporation. 
_ Until his resignation in 1928, 


because of ill health, he retained 
that office. He was a former 
president of the New England 


Iron & Hardware Association 
and had served as president of 
the Elliott Mfg. Co., in Man- 
chester. 

His daughter, Mrs. Adams 
and two grandchildren survive 
Mr. Adams. 
HARDWARE STORE 

BURNED IN TIFFIN 


The hardware store of Con- 


rad & Lehne, Tiffin, Ohio, was 
destroyed in the fire, which 
spread over an entire business 
block on May 5. An estimated 
damage of $100,000 was suf- 
fered in’ the buildings touched 
by the blaze. Turpentine fumes 
overcame two firemen, who had 
to be put under the care of phv- 
sicians. 

Fire started in the elevator 
shaft of the hardware store, as 
the result an overheated 
motor. It was discovered at 
midnight, but raged for two 
hours before firemen had _ it 
under control. 


of 








| decision 
| nections. 


Sporting Goods Manufacturers Plan Curb on 


“Endorsement” Advertising 


Adopts Code of Ethics Barring Use of Athletes’ Names Unless Bona Fide— 
90 Per Cent of Industry Attends Conference May 7 


Sporting goods manufactur- 
ers meeting at the Greenbrier, 
White W. 


Va., on May 7, adopted a code 


Sulphur Springs, 


of trade practice ethics designed 
to debunk. sporting goods ad- 
vertising and to bring to an end 
the widely practised “endorse- 
ment racket.” The meeting, a 
trade practice conference, was 
attended by an estimated 90 per 
cent of the manufacturers of 
sporting goods in the 
States. Garland S. 
chairman of the Federal Trade 
Commission, presided, and As- 
sistant Director George Mc- 
Corkle, was present. 

It is understood that the res- 
olutions will become effective 
when officially approved by the 
Federal Trade Commission. 

The eleven resolutions which 
were formulated list the follow- 
ing practices unfair trade 
competition and policies which 
will be abandoned by the sport- 
ing goods manufacturers : 

1. The secret giving of 
or anything of value to agents 
of customers as an inducement 
to influence purchases. 

2. For any person or firm to 


as 


money 


pay or make gifts or discounts 
to athletic organizations, 
leagues, associations, athletes or 
those prominent in any of the 
various lines of sport, to induce 
them to use or adopt as official 


only their athletic goods or 


H. S. EDWARDS RESIGNS 
AS TREAS., OTTO ROTH 


Herbert S. 
signed as secretary, treasurer 
and manager of the commercial 
division of Otto Roth, 
Newark, N. J. 
by John Marr. Mr. 
has been in the radium cutlery 
manufacturing business for 
five years, in which time he has 
made many friends in the trade. 

He has not made any definite 


as to his future con- 


P. BEKEART IMPROVING; 
LEAVES FOR HIS HOME 


Friends of Phil B. Bekeart, 


San Francisco, Cal., manufac- 
turer’s agent, will be glad to 


| firm 


United | 
Ferguson, | 











Inc., | 
He is succeeded | 
Edwards 


| JOBBERS HARDWARE) 


equipment, unless there has been 
public disclosure of such rela- 
tionship. 

3. That it is unfair practice 
for the advertisements of any 
to contain the names of 
winners of competitions or the 
names of other prominent ath- 
letes who use the _ athletic 
goods of the firm, unless the 
winners or the 
bona fide users. 

4. To give anything of value 


| 


individuals are | 


to those occupying a position of | 


trust, such as 
or director of athletics upon 
condition that the firm’s goods 
be recommended to the exclu- 
sion of competitor’s products. 
5. The use of the names of 
prominent athletes on athletic 


athletic advisor | 


goods when the athlete did not | 


design or indorse or 
does not use such athletic 
goods, when from such use of 
the nafe the purchasers are led 
to believe that the goods were 
designed, used or indorsed by 
the athlete. 

6. Falsely 
falsely representing 
prominent athlete designed cer- 
tain athletic goods. 

7. For any firm to make sale 


advertising or 


himself | 


that a} 


discriminate in price between 


different purchasers where the 


effect of such discrimination 
may be to substantially lessen 
competition or tend to create 


trade monopoly. 

9. For any person to use the 
name or nickname of an athlete 
on his product when a competi- 
tor has actually, with the con- 
sent of the athlete, previously 
acquired the exclusive property 
right or good-will in said name 
or nickname, 

10. For any firm to willfully 
interfere with an existing agree- 
ment between a competitor and 
any athlete relating to the use 
of that person’s name or_nick- 
name the effect of the 
interference would be to dissi- 
pate the good-will of the com- 
petitor in the use of the name. 

11. The golf, baseball and 
general athletic goods industries 
hereby authorize the Golf Ball 
Manufacturers’ Association, 
National Association of Golf 


where 


Club Manufacturers and _ the 
| Chamber of Commerce — of 
\thletic Goods Manufacturers 
to take such steps as may be 
necessary to appoint a committee 
on trade practices to investi- 
gate whether these resolutions 


or contract of athletic goods or | 


discount from or rebate upon 
the price on the condition or 
agreement that the purchaser 
shall not deal in or the 
product of a competitor. 


8. For any person or firm. to 


use 


know that he left for the Coast 
on Saturday. He had been in 


}the Murray Hill Sanitarium in 
Edwards has re- 


New York City, for more than 


moved 


four weeks, after a_ serious 
operation, resulting from = an 
abscess. 

SHARON JONES IS V. P.} 


CLUB, CHICAGO 


Sharon FE. Jones has been 
elected as vice-president and | 
general manager of the Job- 
bers Hardware Club, 223 W. | 
Jackson Blvd., Chicago, IIl. 
Mr. Jones, who is a_ former 


N. R. H. A. president, was for 
many years secretary-treasurer, 
P, A.-S. H..A. and is well 
known among hardware men 
throughout the country. 


ing. 
| in the personnel of the organ- 


| distribution 


are being observed. 

Practically every well-known 
manufacturer of sporting goods 
attended the conference with 
legal representation at the meet- 


ing. 


SPRAKE SALES BECOMES 
SPRAKE-WILCOX CO., INC. 


Sprake-Wilcox Co., Ine., is 
the new name of the former 
Sprake Sales Co., Inc., of Los 
Angeles, Cal. Offices have been 


from 510 American 
sank Building, in that city, to 
Suite 708-710 in the same build 


There will be no changes 


ization. 


George P. Wilcox, whose 
|name has been added to the 
firm name, has been active in 
the company for the _ past 


twelve years, and has been sec- 
retary of the firm since he 
joined it. G. T. Sprake has 
been in the wholesale hardware 
business for fifty 
years. 








the new 


Pull Pan / 
feature ‘ 


The SINGLE-STROKE 
ROMAN ALPHABET 


NLY the most skilled at show 
O card writing should ever at- 

tempt any fancy lettering or 
scroll work of any kind. The plain- 
er the letter the easier it is to make, 
and the easier to read. This single- 
stroke Roman alphabet is an easy 
alphabet to learn if the beginner 
will study the single strokes com- 
posing each letter. The small ar- 
rows point the direction of each 


Atkins 


Silver 
Steel. 





CHAPTER “3” 
By JOSEPH BERTRAM JOWITT 


stroke and the numbers 1, 2, 3, 4, 
their sequence. The cards measure 
14 in. x 11 in. the caps are 1% in 
high. 

The first stroke taken in making 
the capital letter EX, was the exact 
width of a number twelve Red 
Sable brush dipped in the ink and 
worked out flat fan shape to a 
chisel edge, starting almost on the 
top pencil guide line and removing 


OLDWELL 
Pependable 





brush when within an eight of an 
inch of the bottom guide line. To 
make the horizontal strokes 2, 3 and 
4, the brush should be rolled and 
shaped to a round point; it will then 
make the horizontal or thinner 
strokes the correct thickness. 

The nibs which are sometimes 
called “spurs” (see illustration on 
plate) are made with short brush 
strokes the direction the arrows 
point. The lower-case letters e, 
f, g, h, i, j, should be three quarters 
the height of the capitals. The let- 
ter e, being made entirely within the 
body guide line. The letters f, h, 
k, 1 extend above the body guide 
line, the letters g and j, below. The 
Single Stroke Roman alphabet is 
one of the most useful and popu- 
lar types for commercial show 
cards. The old method of outlin- 
ing and filling-in each letter is now 
discontinued for the more modern’ 
way of constructing each letter by 
a series of three or more single- 
strokes. Keen competition and an 
ever increasing demand for show 
cards has made speed in production 
essential. This necessity brought 
about the manufacture of Perfect 
Single-Stroke Red Sable show card 
brushes which are so scientifically 
made that when dipped in the ink 
about 34 the length of the hair and 
then flattened out on a piece of card 
or paper, they will when drawn 
along (using very little pressure) 
produce a perfect single stroke of 
even width. Before attempting to 
form the letters the beginner should 
first get the “swing of the brush” 
by practicing the different elemen- 
tary strokes shown on the bottom of 
plate No. 6, 7 and 8. The arrows 
and numbers show the sequence or 
direction of each stroke. 

This Modernistic Roman alpha- 
bet is composed of light and heavy 
strokes which are made from left to 
right, always starting at the top 
guide line, bringing the brush down- 
ward in one single sweep. The read- 
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ers’ attention is directed to the illus- 
tration at the bottom of plate, Fig. 
1, 2, 3, 4, 5, showing the correct 
position of holding the brush for 
the five basic strokes of the Roman 
alphabet. 

With the advent of modern 
brushes and speed pens and the 
simplicity of the Modernistic 
Roman alphabet the knack of pro- 
ducing legible show cards is now 
well within the reach of the average 
hardware merchant or clerk, wheth- 
er he possesses any inborn artistic 


ability or not. Satisfactory results 
are obtained by observing the fol- 
lowing : 

First the beginner must concen- 
trate on the alphabet and practice 
systematically following each single 
stroke, the arrows show their di- 
rection and the little numbers indi- 
cate their sequence. Next he should 
be in possession of genuine red 
sable show card brushes which are 
made for single stroke lettering and 
require no “‘breaking-in.” A set of 
Speed lettering pens and a few bot- 


tles of regular show card ink. A 
novice simply cannot learn to pro- 
duce attractive show cards with any 
old brushes and ink. 

Fancy modernistic patterns for 
cut-out show cards like the ones 
illustrated herewith are made by 
folding a piece of paper in half the 
size of the cards you wish to make. 
Next draw any fancy pattern on one 
side of the folded paper, then cut 
through both thicknesses, when cut 
out pattern is opened out each side 
will naturally be symmetrical. 
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Increased Sales Are Predicted 
During Last Quarter of Year 


In a report based upon the replies 
received by him to a questionnaire sent 
out on the present business outlook, A. 
D. Whiteside, president of the National 
Credit Office, stated recently that the 
consensus of opinion of industrial lead- 
ers who contributed data for the survey, 
and who estimated the course of their 


business during the next three-quarters 
of the year, in terms of percentage, as 
against the corresponding quarters in 
1929, was that the second and _ third 
quarters of the year would witness some- 
what lower sales than did the same quar- 
ters of 1929, while sales for the fourth 
quarter would be above those of the 
former year. 

“In keeping with this expected course 
of sales volume,” said Mr. Whiteside, 


“it is estimated that profits for both the 
second and third quarters of 1930 will 
compare unfavorably with 1929. It seems 
to be generally agreed that the final 
quarter of 1930 will be a more profitable 
one than the final quarter of 1929. This 
is easy to understand in view of the fact 
that the present low rate of industrial 
activity had its inception in October- 
November, 1929, and for the balance of 
the year the income of the average busi- 
ness was sharply curtailed.” 
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Freight Loadings Increased 
for Week Ended April 26 


Loading of revenue freight for the 
week ended April 26 totaled 907,174 cars, 
according to the car service division of 
the American Railway Association. 

This was an increase of 14,293 cars 
above the preceding week, but a reduc- 
tion of 144,711 cars below the same 
week in 1929. It was also a reduction 
of 55,833 cars under the same week in 
1928. 


Bank Debits Show Increase 
Over Preceding Week’s Total 


Debits to individual accounts, as re- 
ported to the Federal Reserve Board by 
banks in leading cities for the week 
ended April 30, aggregated $15,352,000,- 
000, or 10 per cent above the total re- 
ported for the preceding week, which 
included but five business days for many 
of the reporting centers, and 18 per cent 
below the total reported for the corre- 
sponding week of last year. 

Aggregate debits for 141 centers for 
which figures have been published week- 
ly since January, 1919, amounted to $14,- 
564,000,000, as compared with $13,172,- 
000,000 for the preceding week and 
$17,772,000,000 for the week ended May 
1 of last year. 


Shipments of Galvanized Wire 
Increased During March 


March shipments of galvanized sheet- 
metal ware, as reported to Department of 
Commerce by 14 concerns comprising a 
large proportion of the industry, were 
173,762 dozens valued at $677,606, as 
compared with 161,389 dozens in Febru- 
ary, valued at $623,332, and 261,065 doz- 
ens in March, 1929, valued at $920,567. 


National Demand 


Shows Improvement 
New York, May 14—Several 


favorable factors have lent impetus 
to the current demand for hard- 
ware in the leading markets of the 
country. Abnormally high tempera- 
tures in several trade territories dur- 
ing the past week stimulated the de- 
mand for many articles which are 
usually largely active in mid-sum- 
mer. Some improvement in basic 
business conditions was also a help- 
ful influence. 

Wholesalers in some market cen- 
ters where sweltering weather pre- 
vailed found it necessary to work 
overtime to facilitate shipments of 
rush orders, as most dealers were 
totally unprepared for the brisk de- 
mand for hot weather needs. 
There is little question but that last 
week was the most active week for 
the trade since the pre-holiday sea- 
son. While sales so far this year 
are generally below last year’s 
level, it is thought that steady im- 
provement can be expected from 
now until volume regains its normal 
status. 

Keen competitive situations aris- 
ing between manufacturers of some 
staple lines and certain highly sea- 
sonable merchandise have resulted 
in somewhat easier prics. In the 
main, however, and _ considering 
business conditions, prices are re- 
markably stable, showing but little 
fluctuation. 

The credit situation retains a 
fairly satisfactory status, with col- 
lections, except in scattered in- 
stances, having a normally good 
average. 





Week’s Price Average Was 
89.7 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale University 
announced on May 4 that wholesale com- 
modity prices for the week ended May 
3, and based on Dun’s quotations, av- 
eraged 89.7 per cent. 

The April average was 90.6 per cent. 
The purchasing power of the dollar was 
111.5c. on a 1926 basis of 100c. The 
April average was 110.4c. 

Crump’s index of English prices for 
the week on the revised 1926 level was 
81.1. The April average was 82.1. 

The Italian index on the revised 1926 
basis for the week ended April 26 was 
63.5. 


Enameled Ware Shipments 
Were Heavier in March 


March shipments of enameled sheet- 
metal ware, as reported to Department 
of Commerce by 16 manufacturers, com- 
prising approximately 80 per cent of the 
industry, were 341,372 dozens, valued at 
$1,287,247, compared with 331,915 doz- 
ens valued at $1,256,369 in February and 
449,425 dozens valued at $1,513,040 in 
March, 1929. 


Bank Clearings Increase for 
Week, but Decline for Year 


Bank clearings in the United States 
for the week ended May 1, as reported 
to Bradstreet’s Journal, aggregated $11,- 
854,499,000, as against $9,805,933,000 last 
week and $12,977,420,000 in this week 
last year. There is here shown an in- 
crease of 20.8 per cent over last week, 
but a loss of 8.6 per cent from the like 
week of 1929. Canadian clearings aggre- 
gated $316,221,000, against $202,281,000 
last week and $391,875,000 in this week 
last year. 
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KANSAS CITY: Scnsgeh kets 
@ Some Prices Have Been Revised 


(Kansas City office of HARDWARE AGE) 

KANsSAs City, May 13.—Several new items feature in the buying this month, 
owing to the fact that the season is advancing, while practically all merchan- 
dise continues steady to stronger. While outside painting is not yet under way 
on a large scale, inside work is producing a good call for paints and accessories 
pertaining thereto. Thus the demand for step ladders is better than for those 
of the extension type, although activity in the former is normal and increasing. 
Roofing and roof cement are developing considerable movement, while as build- 
ing progresses, orders are being received for sash cord, garage door sets, and 
hinges. Putty is another item that has shown a marked improvement in sales 
lately. 

All kinds of lawn and garden equipment are being stimulated by warm 
weather and sunshine. This is reflected in the quickening sales of lawn mowers, 
hose, reels, grass catchers, and other products of similar nature such as grass 
seed, sickles and grass shears. 

A drop of 50c. per hundred in white lead, the result of a low pig market, is 
causing favorable comment among dealers and sales are picking up. Oils and 
turpentine are down 3c. per gallon. 

A couple of fairly good rains has helped this territory considerably and with 
the exception of a few scattered areas it appears good from the crop stand- 
point. Wholesalers say this will be a tonic for collections, which are still on the 
upgrade, although there has as yet been no great change in the situation. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.0.B. KANSAS CITY. 


N )S. 6D, $1.75; No. 5M, $1.65; No. 130L, 
LAWN GOO! S $2.11; No. 130M, $1.98. 

L. R. Nelson Mfg. Co., products, Chicago roller skates, No. 181, 

lawn — sprinklers; Whirling Fairy, $2.65; No. 183, $2.7 No. 185, $2.75: 





$13.50 per doz.; Garden Fairy, $16. 00 No. 101, $1.35; No. 103 and 105, $1.40. 
per doz.; Crown, $6.80 per doz.; 


Crescent, $6.30 per doz.; Cricket, $8.00 TENNIS RACQUETS. 


per doz.; Flaring Rose, $4.80 per doz. 





Nozzles, Rain Boy, $4.00 per doz.; Best grade, No. 17B, $9.75 each 
Peoria, $4.00 per doz.; Perfect Clinch good quality, No. 3TA, $5.75 each; No. 
couplings, $2.00 per doz.; Perfect U 5A, $3.50; competitiv No. 13E, $2.70; 
Clinch hose mender, 8fe. per doz.; No. 13A, $1.40. : 


Corrugated hose coupling, $1.30 per 
doz.; “Snap” coupling » $l. %} per doz.; 
brass mender tube, 87c. per doz.; NAILS. 
hose clamps, brass, 33c. per doz. - ; or 
“TDpo- Klip” ss Shears, $10.80 Common wire nails, $3.15 per keg 
per doz.; ‘‘Doo-Klip’ Long Handled base (see new extras), 
Grass Shears, $18.00 per doz.; ‘‘Doo- 
Klip” pruners, $10.80 per doz. No. 1, SCREWS. 
grass hook, $3.25 per doz.; No. 400, 
$5.00 per doz, No. 101, hedge shears, 






~ 





Flat head, bright screws, 45-20 per 


8 in., $1.35 pair; 10 in., $1.65 pair. cent off list; round head, blued 
screws, 40-15 per cent off list; flat 
head brass screws, 3714-15 per cent 

LAWN MOWERS. off list; round head brass” screws, 
, 3244-15 per cent off list. 
Highest quality, nationally known Rare Ser se ” i 

make, 15 in., $20.25; 19 in., $25.65. - 

Good quality, No. 16, $10.75. Grass SEEDS. 

oea 46-68 No. ~ $4.60 per doz.; No. Kentucky Blue Grass, per 100 Ib., 

6, $8.00 per doz. Prime, $17.50; eunoice, $18.50; Faney, 


$19.50; Réyal, $26.50. 


BASEBALL SUPPLIES. 
WOOD PRESERVATIVE. 


Good quality autographed bats of 


selected white ash, $18.00 per doz.; Wood preservative, 50-gal. steel 
No. 0 official baseball, $16.50 per doz.; drum, 87c. per gal.; 30-gal. steel 
No. 8A_ professional model catcher’s drum, 39e. per aE 5-eal. steel pail, 
mitt, $10.00 each; No. 250, horsehide 5c. per gal. 


face, $3.35 each; No. JP professional 


model fielder’s glove, $5.70 each; — BUILDERS’ HARDWARE. 


56 boys’, $1.00 each; best quality, 





JP mask, one piece, $10.50 each. Case lots of 2% x 2% steel butts, 
old copper and dull brass finish, 
r J J J $16.75 a hundred pair; 3 x 3 17 
PAINT BRUSHES. a hundred pair; 4 x 4, $23 a onared 
Selected black * Chinese — stucco, pair; heavy steel bevel inside sets, 
length out 4%-in., No. 30, $25.00 per case lots, $5.00 per doz.; steel bit- 
doz.; No. 35, $34. 45. Selected black keyed front door sets, $17.00 per doz. 
Chinese wall brush, all rubberset; sets; wrought bronze metal, $2.90 per 
3 in., 2% in. out, $13.50; 3% in., 4 in. set; cylinder front door sets, wrought 
out, $17.05; 4 in., 4 in. out, $24.55; bronze metal, $6.00 per set. 
41%, in., 4% in. out, $30.70; 5 in, 4% in. 
out, $33.75. Dutch kalsomine, No. 40, LADDERS 
4% in. out, selected Russia bristle, = eo 
$42.75 per doz.; No. 50, 4% in. out, Extension, 24-ft., $6.50; 32-ft., 
$51.25 per doz. Black Chinese bristle $8.65. Stepladders, medium grade, 
oval varnish, No. 4/0, $10.60 per doz.; 4-ft., $1.00; 6-ft., $1.35. 


No. 6/0, $13.30 per doz.; No. 8/0, $14.25 
per — Flat varnish, = in., $2.80; SASH CORD. 


1% $3.85; 2 in., $5.75; 2% in., 
$790: 2 t.. $10.15. Best grade, No. 8, 56%c. per Ib.; 


medium, No. 8, 3le. per Ib. 
SKATES, ROLLER. — 
Winchester roller skates, Nos. 3831, SCREEN WIRE. 


3832, 1631, $1.50. Black, 12 mesh, $1.55 per 100 sq. ft.; 
Union Hardware roller skates, No. Galvanized, 12 mesh, $1.70; Galvan- 





| 
| 
| 
| 
| 
| 
| 
| 
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ized, 14 mesh, $2.10; Bronze, 14 mesh, 
$6.00; Copper, 14 mesh, $5.60. 


ROOFING PREPARATIONS. 


Roofing pitch, $28.40 per ton; roof- 
ing asphalt, $29.00 per ton. Asbestos 
liquid roof coating, 50-gal. steel 
drum, 3c. per gal.; 30- gal. steel 

5 y y ee pails, 
cans, 6 to, 





the case, $4.10 per. case 

Plastic roof cement, “steel drum, 
480 Ib. gross, 5%4c. per Ib.; % steel 
drum, approximately 290 Ib., 5%4e. per 
Ib.; 100 1b., 63gc. per Ib.; 25-lb. steel 
pails, 7%c. per Ib. 


CARRIAGE AND MACHINE BOLTS. 


Small carriage, rolled thread, 50- 
10-10-5 olf list; small carriage, cut 
thread, 50-10-5 off list; large carriage 
eut thread, 50-10-5 off list; small 
machine rolled thread, 50-10-10-5 off 
list; small machine cut, 50-10-5 off 
list. 


WHITE LEAD. 

All) manufacturers, 100-Ib. steel 
kegs, 13%c. per Ib.; 50-Ib. steel pail, 
l44ec. per Ib.; 25-Ib. steel pail, 144ec. 
per lb.; 12%4-Ib. steel pail, 14%Q¢¢c. per 
Ib. New discount, 10 per cent on lots 
of 500 to 2000 Ib.; 10, 6 per cent on 
lots of over 2000 Ib. 


FISHING TACKLE. 

Rods, split bamboo, fiy rods, No. 
971%, $5.60 each; No. 3097, $3.95 each; 
No. BBC46GG steel bait casting rod, 
$1.49 each. Best quality No. 275, cork 
grip, agate guides, in from 4 to 51% 
ft. lengths, $7.35 each. 

No. 1000 good quality, level wind- 
ing, anti-backlash reel, $5.65 each; 
No. 1898 level winding, $3.35; N 
level winding, anti-backlash, 
No. 100 level winding, $3.35; No. : 
$1.85. Enameled silk line, 100 yards, 
°23-lb. test, $2.65; 16-Ib. test bait cast 
ing line, 100 yd., $2.15. 








| PAINT. 


Pure outside white lead and zine, 
$3.00 per gal.; colors, $2.80 per gal. 


PUTTY. 
"Strictly pure, 100-lb. steel drum, 
$4.05 per 100; 50-Ib. pail, $4.50 per 
100; 25-Ib. pail, $4.75 per 100; 5-Ib. 
tins, $5.50 per 100; 1-lb. cans, $8.30 
per 100 


OILS. 


Raw linseed oil, in steel drum lots, 
$1.18 to $1.23 per gal.; boiled linseed 
oil in steel drum lots, $1.21 and $1.26 
per gal Turpentine, pure gum 
spirits, in steel drum lots, 67¢. 


HOSE AND REELS. 


Best qui uity moulded, 5 in., $9.00 
per 100 ft. % in., $10.50 per 100 ft. 
Good qu lity, 1% in., $6.50 per 100 ft.; 
54 in., $7.25 per 100 ft.; % in., $8.50 
per 100 ft. 

No. 2 hose reel, $1.70; No. 10, $3.80. 





RAKES. 
Garden rakes, No. B14, best quality, 
$11.52 per doz.; No. 114, good quality, 
$6.30 per doz. 


| SASH WEIGHTS. 


In one-ton lots or more, $1.70 per 
cewt.; in less than ton lots, $1.80 per 
cwt. 


HOES. 


No. CROA, best quality, $11.64 doz. ; 
No. XG067X, good quality, $9.60 doz.; 
No. LY5, good quality, $7.20 doz. 
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TWIN CITIES: 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, May 13.—In this territory tributary to the Twin Cities, the 
greatest interest is in the crop conditions and progress in the year’s work along 
this line. Reports from over the Northwest indicate that crop conditions are 
nearly ideal, sufficient rains having fallen to give the necessary moisture, and 
the temperature being favorable for seed germination. In some sections, too 
much rain has been mentioned, but conditions on the whole for good crops are 
excellent. 

Reports also indicate a further trend toward diversity of farming and dairy- 
ing on a more or less elaborate scale. Diversification is spreading westward 
and northward through the Dakotas, which means a pay check for the farmer 
once a month at least, instead of once a year. There seems to be considerable 
fencing under way, indicated by the shipments of fence to retailers from jobbing 
centers. Construction work is showing a fair volume, with road construction 
getting under way all over the territory. Road building programs are very 
extensive in all of the Northwest States, for this year. 

Prices for livestock continue to be low, however, and that acts as a retarding 
influence on country sales. Butter fat is also still low. 

Prices on hardware items show but little change during the past week. Build- 
ing paper shows an advance. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. ST. PAUL AND MINNEAPOLIS. 


AXES. | GALVANIZED WARE. 

Single bit, base weight, unhandled Standard galvanized pails, 10-qt., 
axes, $15.00 to $16.50; double bit, $2.70; 12-qt., $2.85; 14-qt., $3.10; stock 
$20.00 to $21.50; single bit, handled, pails, 16-qt., $4.70; 18-qt., $5.50; 
$19.25; double bit, handled, $24.25 standards tubs, No. 1, $7.15; No. 2, 
doz., net. $8.00; No. 3, $9.35; heavy, No. 1, 

$13.20; No. 2, $14.40; No. 38, $15. 60 
BOLTS. doz. net. 


GLASS AND PUTTY. 
Single and double strength A grade 


Carriage and machine bolts, 60 per 
cent; stove bolts, 75 per cent, and 
lag screws, 60 per cent from stand- 


ard lists. glass Minnesota prices, 83 per cent 
from lists; strictly pure putty, in 50- 
RRADS. lb. steel drums, $5.35 cwt., net. 


GRASS SHEARS. 


“Doo-Klip” grass shears, $10.80 
doz.; ‘‘Doo-Klip’” long handle grass 


Wire brads, in 25-lb. box at 75 per 
cent from lists. 








BUILDING PAPER. 


Red rosin sized building paper, 
$2.52, and tarred felt $3.00 cwt., net. 


CHAIN. 
Log chain, egg 4, x 14, $1.56; 
5/16 x 14, $2.11; $2. 89: self 
colored, ¥, x 14, ’g1. 40; x ANG x 15, $1. 88; 


% x 14, .54 each; proot coil chain, 
uy a $8. ae % in., $16.04; % in., 
$26.13; 56 in., $41.82 per 100 ft. 


BUILDERS’ HARDWARE. 


Steel butts, 34% x 3%, old copper 
or dull brass finish, less than case 
lots, 164%c. per pair; 4 x 4, old cop- 
per or dull brass finish, less than case 
lots, 22c. per pair. Heavy steel, bevel 
inside sets, $8.00 per doz. sets. Steel, 
bit-keyed front door sets, $1.20 per 
set; wrought brass, bit-keyed front 
door sets, $2.40 per set; wrought 
brass, cylinder front door sets, $4.75 
per set. All lock sets quoted in old 
copper finish. 


CORN AND POTATO PLANTERS. 


Acme corn planters, No. 306, $11.00 
doz.; Acme potato planters, No. 304, 
$14.50 doz. net. 


EAVES TROUGH, CONDUCTOR 


PIPE AND ELBOWS. 


Eaves trough, 28-ga., 3-in., slip 
joint, 5-in., in crates, $5.25; 6-in., 
$6.40; conductor pipe, 3-in., in crates, 
not nested, $5.10; 4-in., $7.15 per 100 
in. ft.; elbows, 3-in., $1.73; 4-in., 
$2.88 doz. net. 


FILES. 


First quality files, 50 per cent, and 
= aaa brands, 60-10 per cent from 
ist 


shears, $18.00 doz. net. 
ICE CREAM FREEZERS. 


Acme, 2-qt., galvanized, 75c.; 4-qt., 
$1.65; White Mountain, 4-qt., $4.13; 
8-qt., $6.75 each net. 


LAWN GOODS. 


Nelson’s Perfect Clinching hose 
couplings, 2.25 per doz.;/! Perfect 
Clinching hose menders, 90c. per doz. 

LAWN HOSE. A 

Competition, %-in., 3-ply, 5%%c.; 
Good Luck, %-in., 6-ply, 9c.; Bull 
Dog, %-in., 7-ply, 12%c.; Manhat- 


tan Whipcord Molded, %-in., in 500- 
ft. bales, black, 7c.; red, 7%4c. ft.; 
coupled in 50-ft. lengths, black, 
5-in., $7.30; red, $7.80 per 100 ft., 
net. 


LAWN MOWERS. 

Philadelphia, Style A, 15- in., $18.00; 
17-in., $20.25; 19-in., $22.50; 21-in., 
$25. 00° e: ich, net. 

MILK CANS. 


Railroad, wide neck, 8-gal., 
10-gal., $2.70 each, net. 


NAILS. 


Standard wire 
coated wire nails, 
keg base. 


POULTRY NETTING. 


Hexagon, 631% per cent from lists. 


PRUNERS. 
*“Doo-Klip”’ 
net. 


$2.50; 


nails and cement 
$2.80 per 100-lb. 


pruners, $10.80 doz., 


REGISTERS. 


Cast iron or wrought steel regis- 
ters, 40-10 per cent from lists. 








Crop Conditions Are Almost Ideal 
Prices, in the Main, Are Unchanged 


ROPE. 


Best grade manila rope, 22c. Ib.; 
second grade, 18c. lb.; best grade 
sisal rope, 174%4c. lb.; second grade, 
16%c. lb. 


ROLLER SKATES. 


Union line, extension, web heel and 
toe straps, plain steel rolls, 75c. per 
pair. 

Same for boys, with self-contained 
ball bearing wheels, $1.45 pr. Same 
for girls, with self-contained ball 
bearing wheels, — pr. 

Chicago line, 0. 181, $2.65; No. 
183, $2.75; No. 185, $2.75; No. 101, 
$1.35; Nos. 193 and 105, $1.40. 


SANDPAPER. 


Best grade sandpaper, No. 1, 98c. 
per box of 75 sheets; second grade, 
No. 1, 74c. per box of 75 sheets; gar- 
net, No. 1, $15.68 per ream, net. 


SASH CORD AND WEIGHTS. 


Sash cord, best grade, 58c. Ib. base; 
second grade, 3lc. lb.; third grade, 
25c. lb. base; net and cast iron sash 
weights, $1. 95 cwt., net. 


SCREWS. 


Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 42% per cent; round 
head brass, 3744 per cent from lists. 


SCREEN DOORS AND WINDOWS. 


Doors, common, 2-8 x 6-8, $1.65 
each; fancy, $2.60 each; screens, Con- 
tinental, extension, 24-in., $9.75 doz.; 
Wabash, extension, 24-in., $5.35 doz., 
net. 


SOLDER. 


Warranted half and half solder, 
26%c. lb., and strictly half and half 
solder, 27%4c. lb., in 100-lb. boxes, net. 


STEEL SHEETS. 


Galvanized steel sheets, 24-ga. 
(base), $4.65; _ steel sheets, 24- 
ga. (base), $3.90. Armco galvanized 
steel sheets, 24-ga. (base), $6.45 cwt., 
net. 


TIN. 


Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing, 20 x 28; 
8 lb., coating, IC, $14.75 box, net. 


TIRES AND TUBES. 


Mansfield tires, 30 x 3%, Liberty 
cord, $4.17. Mansfield heavy duty 
oversize, Liberty, 32 x 4, $7.95. 

Mansfield heavy duty, a. x 4 
Mansfield double service, 29 
Mansfield double ser- 


1.74. 

Tubes, 30 x 3%, Mansfield, $1.13. 
Tubes, 29 x 4.40. Mansfield, $1.24. 
Tubes, 30 x 3%, Liberty, 90c. Tubes, 
29 x 4.40, Liberty, $1.13. Tubes, 32 
x 6.00, Liberty, $1.99. 


WHEELBARROWS. 
Hardwood stave trays, $34.20 doz.; 
selected hardwood stave trays, $40.80 
doz.; tubular steel trays, 4% ft. ca- 


pacity, $7.20 each; Gopher garden, 
$3.75 each; American garden, $6.25 
each, net. 

WIRE. 


Galvanized barbed cattle wire, $2.81 
per 80-rod spool; special galvanized 
barbed hog wire, $3.00 per 30-rod 
spool; No. 9 yg smooth, galva- 
nized wire, $3.40 cwt., and No. 9, 
smooth, black an. $2.95. 


WIRE CLOTH. 


Black painted, 12 x 12 mesh, $1.65; 
aluminum finish, 12 x 12 mesh, $1. 85 
per 100 sq. ft., net. 
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Warm Weather Stimulates Trade 
in New York Hardware Market 


New York, May 13. 
TIMULATED by several days of 
the hottest weather on record at 
a corresponding period, the met- 
ropolitan hardware market had the 
most active week it has had, thus far, 
this year. Temperatures on several 
days during the past week ranged up- 
ward to 87 degrees, which resulted in 
a brisk demand for a wide variety of 
seasonable items that were needed by 
the public to cope with the sweltering 
heat. The unexpected increase in 
activity demonstrated that retail 
stocks, as a rule, have been main- 
tained at an absolute minimum, as 
wholesalers assert that the improve- 
ment in business became pronounced 
almost as soon as the heat wave made 
its appearance. 

In some instances, wholesalers were 
likewise unprepared for the heavy de- 
mand and shortages were reported on 
some highly seasonable items, such as 
certain sizes of adjustable window 
screens, lawn sprinklers, hose reels 
and similar merchandise. Most job- 
bers worked their order, shipping and 
delivery departments overtime, in 
order to expedite rush orders.” 


MIDSUMMER LINES ARE 
ALREADY VERY ACTIVE 


Practically all merchandise that is 
normally in best demand during July 
and August moved in a lively man- 
ner. Among the items that are espe- 
cially active at present, the following 
are prominent: electric fans, vacuum 
bottles and jugs, screen wire, ice 
cream freezers, screen doors, garden 
hose, lawn mowers, grass_scythes, 
garden tools, window screens, spray- 
ers, insecticides, fertilizers, lawn 
sprinklers, grass seed, hose nozzles, 
window boxes, poultry netting, lawn 
fence and gates, steel fence posts, 
grindstones and sprinkling cans. 

Housewives are taking advantage 
of the fair and warm weather to com- 
plete their annual spring houseclean- 
ing, as the call for mops, scrub 
brushes, galvanized ware, polishes, 
cleaners, waxes, carpet sweepers, 
vacuum cleaners and related supplies 
of like character denotes that cleans- 
ing operations are underway. Paints 
and painting supplies are also in bet- 
ter demand. Some betterment is also 
apparent in the demand for staple 
hardware, particularly in bolts and 
nuts, nails, screws, rivets, files and 
other standard items. 


While April construction contracts 
awarded in the metropolitan area of 
New York were 13 per cent greater 
than the total for the preceding 
month, they were considerably lower 
than for the corresponding month of 
1929. According to the F. W. Dodge 
Corporation, April contracts totaled 
$101,051,700, which compares with 
$89,749,700 in March. In 1929 April 
contracts aggregated $153,113,400. 

Since the year opened contracts for 
building and engineering projects let 
in the metropolitan area have 
amounted to $336,094,300, compared 
with $409,362,100 for the first four 
months of a year ago. 

Public works and utilities were the 
most active type in the April contract 
total, aggregating $35,392,200, or 35 
per cent of all awards. Residential 
buildings, with $26,550,700, or 26 per 
cent, are second. Hospitals and in- 
stitutions totaled $13,499,400, or 13 
per cent, and commercial buildings 
amounted to $11,237,200, or 11. per 
cent. 

Contemplated new construction re- 
ported in April reached a total of 


$199,845,600, compared with $228,- 
434,600 reported in the preceding 
month; the April, 1929, total was 
$361,871,100. 


Notwithstanding the recent increase 
in building and construction opera- 
tions, the demand for builders’ hard- 
ware in the New York district con- 
tinues to lag. Likewise the trade in 
tools, contractors’ supplies and related 
building materials is dull in compari- 
son with corresponding periods of 
former years. Governmental authori- 
ties have consistently reiterated their 
predictions that construction in the 
United States would attain a new high 
total during the current year, estimat- 
ing that seven billion dollars would be 
involved in the proposed projects. In 
the face of such optimistic predic- 
tions, local wholesalers and dealers 
are unable to understand why they are 
not transacting a brisk business in all 
builders’ and kindred lines. 


COPPER IS LOWER 


Further reductions in domestic 
copper prices have brought the quota- 
tion down to 13 cents, which is the 
lowest price that has prevailed during 
the past six years. Some producers 
and custom smelters were reported to 
be offering the metal, during the past 
week, at 124% cents and predictions 


of a 12 cent level were freely made. 
Despite the reductions, copper buying 
remained dull. Although the prices 
of some hardware articles manufac- 
tured from copper have been reduced, 
the trade should keep in mind that. 
most articles of copper content were 
made from 18 cent copper. This 
means that some time will likely tran- 
spire before the lower price for raw 
copper will be generally reflected in 
reduced prices on manufactured cop- 
per articles of the type handled by 
most hardware dealers. 

According to the reports received 
by Bradstreet’s from representative 
New York firms, for the week ended 
May 3, the following reported sales 
equal to a year ago: electrical goods, 
wholesale window glass, manufactur- 
ing paint and plumbers’ supplies. In 
addition, the following reported sales 
below a year ago: chinaware, glass- 
ware, wholesale and retail hardware, 
wholesale iron and steel and whole- 
sale radio. 


PRICE TRENDS 

Although few price changes of con- 
sequence have been made recently by 
manufacturers, local wholesalers are 
now meeting quotations on several 
items which are being used as leaders 
by competitors having establishments 
located outside the metropolitan dis- 
trict. Roller skates, screen wire and 
other highly seasonal lines are among 
those which have been affected by the 
existing keen competitive situation. 
Factory shipments of nails in lots of 
ten kegs or more are being quoted at 
$2.50 base. Smaller lots from job- 
bers delivered to.the merchant’s door 
are being sold at $3.10 base. Cut 
thread machine or carriage bolts are 
now being sold at 65 off the regular 
list in some instances, and it is said 
that the bolt and nut interests are no 
longer making an effort to maintain 
previously suggested discounts. A 
well known make of shovels, spades 
and scoops is being quoted by New 
York wholesalers, at 37% off manu- 
facturers’ lists, instead of at 33 1/3 
off as was formerly the rule. 


THE CREDIT SITUATION 
The credit situation is showing a 
slight improvement as dealers are be- 
gining to turn their stocks into cash 
and their customers are settling de- 
linquent accounts under the influence 
of somewhat better conditions. 
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B OSTON Trade Is Improved but Below Normal 
4 Lower Prices Prevail on Wire Products 


(Boston office of HARDWARE AGE) 

Boston, May 13.—According to retailers, there is an improvement in busi- 
ness, aS compared with a week and a month ago, but degrees of improvement 
vary considerably. In truth, it is spotty. For instance, Boston retailers report 
business better than last week and quite a little supperior to a month ago, but 
it is far from normal. Certain Providence, R. I., dealers classify business as 
still “rotten”; others in that city say it is better. In other sections of New 
England condition of trade varies from last Saturday “being the best day ever 
experienced” by one dealer, to “only fair” by several others. Perhaps the real 
pulse of business is found in, first, credit, and second, jobbers’ sales. The 
credit situation is growing progressively although slowly more healthy. Job- 
bers’ sales are increasing. 

Protracted dry weather, on one hand, has increased sales of rubber hose; 
on the other, it has closed temporarily the New England streams to trout 
fishermen, consequently fishing tackle sales have dropped. Outdoor fires of all 
kinds are banned and rubbish burners are, therefore, a drug on the market, 
while flies have come to life and screens and screen doors are a necessity. Lawn 
mowers are selling better than at any previous time this year. Freezers are 
in good demand. 

The White Mountain Freezer Co., Nashua, N. H., whose product is sold 
throughout New England States, was burned out in the recent tragedy of 
that city. Local jobbers, at least, are amply prepared to supply customers’ 
needs, however. Certain kinds of glass door knobs are lower; roofing material 
is now subject to a discount; poultry netting staples are 15c. per cwt. cheaper; 
wire nails, if ordered on direct shipment from mill, also are 15c. per cwt. lower, 
but from stock unchanged in price; while new discounts have been established 
for conductor pipe. Wire cloth prices have been revised, in some cases upward 
and in others downward. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. BOSTON: 


ASPARAGUS KNIVES $2.50; in lots of 50, $2.25; in_lots of 
| 100, $2. Giant, less than 25 pairs, 






$3.25 a pair net; in lots of 25, $3; in 
lots of 50, $2.75; in lots of 100, $2.50. 
Hartford, 26-in. roadster, less than 
25 pair, $2.65 a pair net; lots of 25 
pair, $2.40; lots of 50 pair, $2.15; lots 


BASEBALL GOODS. of 100 pair, $1.90. 


Bats.—Lloyd Waner, Jim Bottomly, | 
Babe Ruth special, Rogers Hornsby | CONDUCTOR PIPE. 
special, jabe Ruth, Tyrus Cobb, : , 
George Sisler, Harry Heilmann, Paul Steel.—28 gage, galvanized after 
Waner, Lew Gehrig, Rogers Hornsby, formation, lots of less than 100 ft., 50 
Hazen Cuyler and Travis Jackson, per cent discount; lots of 100 to 250 
$18 per doz. net; Junior, $7.20; Junior ft., 60 per cent; lots of 250 to 1000 ft., 
Slugger, $5.40; Bin-go No. 20, $12; 60 and 15 per cent. Sheet steel, lots 
burnt oil finish, $10.80; King of Field, of less than 500 ft., 73 per cent dis- 
$7.20; Champion, $4; Junior League count: lots of 500 to 1000 ft., 78 per 
$3; Crack-a-jack, $2. cent; lots of 1000 ft., 80 per cent. 

Mitts.—Catchers’, Reach line, No. Shoes.—Leader, in lots of less than 
65X, 75e. each, net; No. 75, $1; No. carton, 60 per cent discount; full case 
100, $1.40; No. 150, horsehide, $2; lots, 15 doz. assorted, 65 per cent. 


Asparagus Knives. — Goodell, No. 
94, $2.88 a doz. net; Russell, No. 2310, 
$3. 





Ds 


No. 200, horsehide, $2.75; Stahl & Elbows. — Galvanized, round, 28 
Dean line, horsehide, No. 7509, $2.38; gage, in lots of less than carton, 60 
No. 7533, $3.35; No. 7534, $5.35. First per cent; full case lots, 65 per cent. 
baseman’s, Stahl & Dean line, No. Hooks.—In lots of less than 100, 
7621, 67ce. each net: No. 7620, $1.10; list: in lots of 100 to 500, 5 per cent 
No. 7619, $1.33: horsehide; No. 7616, discount. 
$3: No. 7612. $3.67; No. 0963, $4.17; 
No 7622, $5.08. 

Gloves.—Fielders’, Reach line, No. DRYERS. 
24, 50c. each net: No. 4G, 70e.; No. Clothes.—Standard make, No. 12, 

$6.75 each net; Acme, No. 3, steel 





56, $1: No. 10W, $1.40; No 
No. 59. $2: No. 3L. $2.35; ! 
$2.65; No. 00W, 95; Stahl & Dean 
line, No. 8043, $3.35; No. EX, $4.35; SWATTERS. 


No. 8049, $4.50; No. 8055, $4.85; No. 
ECA, $5.70. Fly.—Velvet, $7.50 per gross net; 
Orile, $7.50; Fyber, 75c. a doz. 


post, $7.25; No. 4, wood post, $4.75. 








BICYCLES AND TIRES. 


Bicycles.—Men’s, 20 in., $30.50 each 


FREEZERS. 
White Mountain.—Two aqt., $5.65: 


net; 22 in., $30.50; arched bar, $31.25; ' 
motor bike type, with double bar, each; 3 qt., $6.75 each; 4 qt., $8.25 
$32.75. Women’s, 20 in., $32.75; boys’, each; 6-at., $10.45 each; 8 qt., $13.50 


each, and 10 qt. $18 each. These are 





18 in., $29. 


Tires. — Nonpareil, less than 25 list prices and are subject to dealer's 
pairs, $2.75 a pair net; in lots of 25 discount of 50 per cent. 





HANDLES. 


Garden Tool.—Ash and poplar, hoe, 
spring pattern, not chucked, $2.65 a 
doz. net; manure fork, long bent, 
$3.05, malleable D handle, $4.10, wood 
D handle, $4.98; rake, 5% ft., $3.66; 
hay fork, bent, 314 ft., $2.65, 4 ft., 
$3.05; 4% ft., $3.45; 5 ft., $3.90; 
straight, 6 ft., $5.20; spading fork, X 
grade, bent with iron D handle, $6.25; 
with wood D handle, $7.45; strapped 
steel D handle, $4.30; spade, X grade, 
D handle, $5.32, long, $4.27. 


NAILS. 

Nails.—Wire, from store, $3.15 per 
keg base; from mill, in car lots, $2.25 
per keg base, f.o.b. Pittsburgh; in 
less than car lots, $2.50. Cement 
coated nails, in car lots, $2.75 per 
keg base, f.o.b. Pittsburgh; in less 
than car lots, $3. Cut nails, from 
store, $4.25 per keg base; galvanized 
cut nails, from stock, 8d, and smaller, 
$6.25 per 100 lb. base; larger sizes, 

$6.85. Mill shipments, 8d, and smaller, 
$5.75 base; larger sizes, $6.35. Hard- 
ened steel floor, direct shipments, 
$7.60 f.o.b. Wareham, Mass.; from 
store, $8.10. Western cut nails, direct 
shipments in less than car lots, $3.50. 
Tremont cut nails, direct shipments, 
$3.95 per keg, f.o.b. Wareham. 





POULTRY SUPPLIES. 
Staples.—In car lots, $4.10 per cwt., 
f.o.b. mill, Pittsburgh; in lots of less 
than cars, $4.35. 


| ROOFING MATERIAL. 


Roofing Paper. — Rolled, smooth 
surface, heavy, 55 Ib., $1.83 a roll, 
list; extra heavy, 65 lb., $2.09. Apex, 
medium, $1.86; Battle Axe, light, 95c., 
medium, $1.16; heavy, $1.37. Mineral 
surface, red and green, $2.05; balmar 
green, $1.89. Discount, 10 per cent. 

Building Paper.—Sheathing, Conti- 
nental, $2.19 a roll, list. Discount 10 
per cent; Red Star, 95c. a roll, net; 
Continental red rosin, $50 a ton. 

Shingles.—Hexagon, three-tab, fac- 
tory shipments, one to 11 cars, 20 per 
cent off list; 12 to 19 cars, 20 and 9 
per cent; 20 to 49 cars, 20 and 11 per 
zent. 

Roof Coating.—No tar-in., black, 
one-gal. containers, $1.25 each list; 
five-gal. containers, $1.10 per gal.; 25- 
gal. containers, 80c. per gal.; 50-gal. 
containers, 75c. per gal. Red one- 
gal. containers, $2 each list; five-gal. 
containers, $1.85 per gal. Discount, 
10 per cent. 








SCYTHES AND SNATHS. 


Scythes.—Little Giant, grade 1, B, 
$17 a doz. net; bramble, $17.50; brush, 
$17.50; swift cutter, one piece brush, 
$13.50, one piece grass, $13. 

Snaths.—Ash, No. 50, $15 a doz. 
net: brush, No. 105, $16.50. 

Stones.—Western Red End, $1.10 a 
doz. net: Berea, $1.60; Star, $1.35; 
round English, $3; Green Mountain, 
$11.40; Black Diamond, $17.50; Old 
English, 43c. each; rifles, $1 a doz.; 
sharpening stones, $7.80 a doz. Ni- 
agara Aloxite, No. 188, $2.15 a doz. 
net; No. 190, $2.15; No. 191, $2.54; No. 
192, $2.54. 


STEPLADDERS. 


Stepladders.—3 ft., $1.60 each net; 
4 ft., $2.14; 5 ft., $2.67; 6 ft., $3.20; 
7 ft., $3.73; 8 ft., $4.27; 10 ft., $5.34. 

Nappanee.—No. 211, 3 ft., 90c. each 
net; 4 ft., $1.20; 5 ft., $1.50; 6 ft., 
$1.80; 7 ft., $2.10; 8 ft., $2.40. 


| WIRE CLOTH. 


Black.—Twelve mesh, $2.15 per 100 
sq. ft., net; galvanized, $2.60. 
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(Chicago office of HARDWARE AGE) 


CHICAGO, May 13.—Another one-cent drop in copper brings the Chicago price 
of that product down to 13% cents a pound; hardware jobbers rather expect 
to see another cent lopped off before copper buying resumes in good earnest. 
This change in the material market is gradually, but moderately, reflected in 
the quotations on hardware items of copper content. Copper rivets and burrs 
and copper wire are the lines chiefly affected thus far. With warmer weather, 
seasonal items are beginning to show real life. 

Spring has been late in this latitude, and seasonal buying, therefore, re- 
tarded. Paint-up and clean-up goods are moving well. Until recently the 
weather has been unfavorable to outdoor painting. Demand for extension lad- 
ders has become strong. Paint and varnish brushes are active, and floor 
wax products are being orderéd generously. Orders for electric fans and fly 
swatters correspond to the rise in temperature. Screen door hardware is like- 
wise brisk. Ice cream freezers show their seasonal volume. 

All seasonal sporting goods are rolling up volume, especially fishing tackle 
and baseball equipment. Poultry netting and wire cloth continue to move in 
gratifying quantities. Garden goods are lively. Within the last ten days or 
so mail-orders have been decidedly on the increase. 

Open weather has stimulated sales of paints and oils, but volume is not 
yet up to what it should be. Linseed has dropped a cent and a half a gallon 
to $1.14% for raw in barrel lots. Turpentine is down one cent to 65c. a gallon. 
White lead takes a reduction of 50c. per cwt. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. CHICAGO. 


GARDEN HOSE. 


Molded garden hose, single braid, 
5g-in., 7c. per ft.; %-in., 8i%4c. per 
ft.; double braid, %-in., 8c. per ft.; 
%-in., 9c. per ft.; red hose, %-in., 
9c. per ft.; %-in., 10c. per ft. 


BUILDERS’ HARDWARE. .- 


Steel butts, 3% x 3%, old copper 
or dull brass finish, $1.84 per doz. 
pair in case lots; less than case lots, 
$1.95 per doz. pair; steel butts, 4 x 4, 
old copper or dull brass finish, $2.44 
per doz. pair in case lots; less than 
case lots, $2.68 per doz pair. Heavy 
steel, bevel, inside sets, $5.00 per doz. HANDLES, AGRICULTURAL. 
sets in case lots. Steel, bit-keyed “ 
front door sets, $1.25 per set; wrought Hay and manure fork handles, 
brass, bit-keyed front door sets, $2.25 strapped and capped, X grade, 4-ft., 
per set. Cylinder front door sets, $5 per doz.; 4%4-ft., $5.50 per doz.; 
$5.00 per set. XX grade, 4-ft., $6.50 per doz.; 4%- 

ft., sy oy — garden — handles, 

4144-ft., X grade, $2.75 per doz.; gar- 

CARPET SWEEPERS. den rake handles, 5%-ft., X grade, 

Bissell’s Grand Rapids, japanned, a oS ae aeede Gh gga 

with Hi-Lo brush control, $44 per eer rene sores 

: oA de P doz.; regular D shovel and scoop han- 

doz.; American Queen, with Hi-Lo dles, X grade, $4.90 per doz., with 
brush control, $54 per doz. IDL top, $4.50 per doz. 


COPPER RIVETS AND BURRS. 


Copper rivets and burrs, 40-10 per 
cent off list. 


ICE CREAM FREEZERS. 


Double motion, 3-qt. freezers, $2.70 
each; 4-qt., $3.25 each; 6-qt., $4.10 
each. 


FANS, ELECTRIC. 


Peerless, A.C., 10-in., oscillating, 
$10.50 each; Star, universal motor, 10- 
in., oscillating, $9.45 each; Northwind, 
universal motor, 10-in., oscillating, 
$10.50 each; Polar Cub, universal 
motor, 10-in., oscillating, $7 each. 


LADDERS, EXTENSION. 


Extension ladders, 2-section, 20-ft., 
$5.20 each; 28-ft., $7.28 each; 30-ft., 
$7.80 each; 32-ft., $8.32. 


LAWN MOWERS. 


High-wheel, 5-blade, 16-in., ball- 
bearing lawn mowers, $10.75 each; 
high-wheel, 4-blade, 16-in., ball- 
bearing lawn mowers, first quality, 
$9 each; second quality, $6.50; second 
quality, 9-in., 4-blade, ball-bearing 


FLOOR WAX PRODUCTS. 


Weighted waxing brushes, house- 
hold size, $19.50 per doz.; 15-lb., 
$24.15 per doz.; 25-lb., $32.20 per doz. 
Electric floor polishers, household 
size, $29.25 each. Prepared floor wax, 


in 1-lb. cans, 57c. per lb.; liquid floor 
wax, $2.67 per gal.; powdered dance 
wax, in 16-oz. cans, 57c. per can. 


FLY SWATTERS. 


Long-handled fiber swatters, 73c. 
per doz.; wire handle, rubber swat- 
ters, 82c. per doz.; 24-in. wooden 
handle, wire cloth swatters, assorted 
colors, 70c. per doz. 





lawn mowers, $6; second quality, 
8-in., $5.75. 


NAILS AND WIRE. 


L.c.l. quantities, common wire and 
cement coated nails, $2.75 base, car- 
loads on application; steel cut nails, 
$4 base. No. 9 black annealed wire, 
$3.45 per cwt.; No. 9 galvanized, plain 





Late Spring Retards Seasonal Buying 
$ Some Price Changes Are Effective 


wire, $3.90 per cwt.; catchweight 
spools, galvanized cattle or hog wire, 


$3.75 per cwt.; polished fence staples, 
3.55 per cwt. 


PAINTS AND OILS. 


Linseed Oil, Raw. Barrel lots, 
$1.14% per gal.; 5 barrel lots, $1.11% 
per gal. 

Linseed Oil, Boiled.—Barrel lots, 
$1.19 per gal.; 5 barrel lots, $1.14% 
per gal. 

Denatured Alcohol. — Barrel lots, 
63c. per gal.; steel drums, extra, $10; 
returnable. 

Turpentine.—Drum lots, 65c. per 
gal., net. 

White Lead.—100 lb. kegs, $13.75 
per cwt.; 50 Ib. kegs, $14 per cwt.; 
25 lb. kegs, $14 per cwt.; 12% Ib. 
kegs, $14.25 per cwt. 

Shellac (4 Ib. cut). — White, $2.48 
per gal. in barrel lots; orange, $2.08 
per gal. in barrel lots; second grade, 
white, $2.17; second grade, orange, 
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English Venetian Red.—In barrels, 
5%4c. per lb.; in 100-lb. lots, 6%c. per 


). 
Dry Paste.—Barrel lots, 7c. per 
Ib. 


PAINT BRUSHES. 


Wall paint brushes, 4-in. wide, 34- 
in. black Chinese bristle, full stock, 
$8.50 per doz.; 4-in. wide, 4 in. black 
Chinese bristle, full stock, $15.15 
per doz.; green-handle stucco wall 
brushes, 4-in. wide, 4%-in. black 
Chinese bristle, full stock, $31.50 per 
doz. Flat varnish brushes, D.T., 2- 
in. wide, 2%-in. black Chinese bristle, 
full stock, $2.15 per doz.; XXX var- 
nish brushes, extra heavy, 3-in. wide, 
3-in. black Chinese bristle, $9.20 per 
doz. 


POULTRY NETTING. 
Poultry netting, galvanized before, 
63% per cent off list; galvanized 

after, 60 per cent off. 


ROLLER SKATES. 


Union line: No. 5, in 12-pair lots, 
$1.35 each; No. 6, $1.45. Chicago line: 
No., 101, in 12-pair lots, $1.30 each; 
No. 103, $1.40. Winchester line: Nos. 
3831, 3832 and 1631 (junior), in 12-pair 
lots, $1.30 each. 


SASH CORD. 


First quality sash cord, No. 7, $7.50 
per doz. hanks; No. 8, $8.60 per doz.; 
second quality, No. 7, $7 per doz.; No. 
8, $8 per doz. 


STEPLADDERS. 


First quality stepladders, heavy 
Japanned iron spreading brace, with 
shelf, steps braced by wooden sup- 
ports, 60c. per ft.; full-rodded step- 
ladder, clear white Norway pine, 21c. 
per ft.; full-rolled competitive grade 
stepladder, 4-ft., 70c. each; 5-ft., 
8714c. each; 6-ft., $1.05 each. 


VACUUM BOTTLES. 

Orders are. satisfactory. 
steady. 

Thermos, pint size, 72%c. each; in 
carton lots of 20, 70c. each; quart 
size, $1.55 each; in carton lots of 10, 
$1.50 each. Lunch kits with vacuum 
bottles, in carton lots of 20, $1.02 
each. 


Prices 


WIRE CLOTH. 
Black, 12-mesh, $1.60; galvanized, 
14-mesh, $2.00; galvanized, 16-mesh, 
$2.30. 
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PITTSBURGH, May 13.—Business in this district continues to be seasonably 
active, although appraisals must be founded upon the assumption that aggre- 
gate demand for hardware items this year has been below normal. In other 
words, current activity is satisfactory when comparisons are made with the 
present year, although not so much so if previous seasons are taken into con- 
sideration. Warmer weather has brought impetus to retailer sales of sport- 
ing goods, farm, garden and lawn products, paints, screen wire products and 
many other lines, and as a result jobbers are beginning to receive additional 
orders for stock to supplement shipments made earlier in the year. This is an 
encouraging sign and indicates again that retailers are maintaining excep- 
tionally low stocks which must immediately reflect increased business for 
jobbers. 

Hardware prices show little change, and many staple items are selling at 
the same levels which prevailed last year. Two widely selling numbers in 
baseballs have been reduced, and occasionally reductions in brass and copper 
products are being announced from time to time. Otherwise nominal quota- 
tions remain unchanged. 

Steel production in the Pittsburgh district is holding with slight improve- 
ment on the part of a few independent companies. Finishing mill schedules 
continue rather spotty, and the general average on all products for the dis- 
trict is rather low. Slight reductions have been made in tin plate operations, 
but this has been offset by heavier demand for hot-rolled strip and some forms 
of sheet steel. Extensive civil engineering and road work has stimulated de- 
mand for reinforcing steel, and structural fabricating shops in the district are 
slightly busier. Steel prices are still very weak. Quotations on wire and wire 
nails have been reduced, although present figures are merely a reflection of 
prices which have prevailed in some districts for some time. Foreign nails have 
been offered in the Pittsburgh district, as well as barbed wire. These prod- 
ucts have already been a factor in Atlantic coast markets. Mill prices on nails 
today are $10 a ton less than they were in the same period in 1929. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.0.B. PITTSBURGH: 


BASEBALL GOODS. 


Quotations 


No. $2.50; No. 450, $4; 


7, German, 
$3.60; English, $7, all per doz. 


Baseballs. —Reach No. 0, $16.50; No. nes 
1 C,, $13.20; No. aC, $10; No, 7, $6; No. Se 36° No. 160, $8. 40: Not 305. 
oO. oO No. ’ 

$2; No. 12, 90c., all per doz. te ae hy type, $7 

a1 eta eat ig mg $7.00: Ra oe ——. : a Track for same, 
> 

25, 40TC, 40CW, 40BR ‘and 40KW, ls: TE 

sis: No. 40K, kork grip, $21, all pet $1.36 pe et mo gD $3.50 each. 

ie oes.—Rivete lade, $5.16 

oe eS m, | $4.50; No. per doz.; socket blade, first quality, 

6 care Mote ah, $835: i Gee, “eee 

Ke a3 $3.35; No. 4R, $2.75; No. R ot eh eee —One. ge rong, $4.32 

0z.; two prong, £ 

Catchers’ Mitts.—No. 32, $8.35; No. hg 9 Ant 


two prong extr: 
41, $6.70; No. 30, $5.50; No. 33, $5.70; — quality, 
No. 31, $4. 25; No. 100, $1.40; No. 65X, 
7bc., all each. 
Catchers’ Masks. —No. SL, $5, No. 
20S, $3.35; No. 30S, $2.75; No. 408, 
$2, all each. 


Gurdon Hose.—250 to 500 ft. coils, 
% in., 7c. to 9c. per ft.; in., 8c. 
to 10%c.; % in., 9c. 121%c.; in 50 ft. 
lengths coupled, w%e. per ft. higher; 
nozzles, Gem, $5.50 per doz.; Dia- 


. mond, $4.50 per doz.; Nelson ‘Spray, 
ELECTRIC FANS. $4 per doz.; Giant, $3.25 per doz.; 
reels, $1 to $4 each; Perfect hose 


Seasonal demand is just beginning, 


with prices oe, EO Sherman hose 


couplings, $1.40 per doz.; Perfect hose 


couplings, $2 per doz.; 


Polar Club Line, $2.75; 8 in., menders, 80c doz.; h i 
“no in ae: — Ogg $455; 10 a . per doz.; hose nipples, 
ES eiie WH: am tach. ang gl doz.; hose adapters, $2.25 


Hose Reels. Ta $1; No. 2, $2.60; 
Detachable, $3.50; all each. 
Lawn Mowers. __12- tosg $5 to $8.75 


FARM, GARDEN AND LAWN GOODS 


Cultivators. — Invincible, three 


Trade Continues Seasonably Active 


Show Little Change 


7473, $16 per doz.; Swan No. 46, $20 
per doz.; German No. 6473, $14 per 
doz.: Grain, $20 per doz.; Weed, $15 
per doz.; Bush, $13.50 per doz. 

Scythe Snaths.—No. 50, $13.50 per 
doz.; No. 105, $15 per doz.; No. R-4 
$12 per doz.; No. S-3, $12 per doz. 

Scythe Stones.—Diamond, 90c. per 
doz.; Darby Creek, $13.50 per 100; 
Green Mountain, 85. per doz.; Black 
Diamond, $1.40 per doz.; Aloxite, $2.20 
to $2.60 per doz.; Radiac, 90c. to $1.35 
per doz. 

Shears. — Doo-Klip grass_ shears, 
$10.80 per doz.; Doo-Klip long han- 
dled grass slrears, $18 per doz. 

Shears, Hedge. — First quality 
peeeet, 6% in., $1.70; 8 in., $1.85; 

in., $2; 10 in., $2.10; all each. 

Sprinklers. —Crown lawn sprinklers, 
$7 per doz.; Crescent lawn sprinklers, 
$6.50 per doz. 

Sprinkling Cans.—Galvanized 


sprinkling cans, 4-qt., $5.75; 6-qt., 
$6.50; 8-qt., $7.50; 10-qt., $8.40. All 
prices per doz 

Trellis Wire. —18 in., $5.75 per fy 


ft.; 24 in., $6.50 per 100 ‘tt.; 30 in., $7.2 
per 100 ft. 


GALVANIZED WARE. 
Tubs with wringer attachment, No. 


a3, ya -20; No. 22, $7.80; No. 23, $9; all 
per 

Pails—10 qt., $2.30; 12 qt., $2.50; 14 
qt., $2.80; 16 at., $3.40; all per doz. 


HOUSE CLEANING SUPPLIES. 


Carpet Beaters. — Justrite, $1.10 
doz.; No. 4, $1. 
Carpet Sweepers.—Little Gem, $4; 
Junior, $18; Elite nickel plated trim, 
$60; Grand Rapids, japanned, $44; 
Grand Rapids nickel, $48; Universal, 
$42; Standard, $36; ail per doz. 

Chamois Skins.—12 x 14 rr." $3.50 
per doz.; 13 x 17 in., $6; 14 x 18 in., 
$7.50; 15 x 20 in., $9.20. 

Floor Polishers.—Universal electric, 


$20.65 each, net; hand, $3.75 each; 
Old English, $2. 60 each. 
Mops. ’Cedar, 33% per cent off 


list; cotton, best grade, _ 12, a) ~~ 


per doz.; No , $6; No. ; $10; 
36, $13.50. Second Pag No. at 
$2.75; No. 20, $4.50; No. 30, $6.75; No. 


36, $8.40; No. 10 Betty Bright self- 
wringing mop, $8 per doz.; No. 20 
Betty Bright mop doth, $4 per doz. 

Sponges.—According to size and 
quality, $2 to $9 per doz. Assortment 
of 22 sponges with wire rack, $6 per 
assortment. 

Wall Cleaners. — Smoky City and 
Cleveland, 85c. per doz. cans; Climax, 
$1 per doz. cans; Perfection paint 
cleaner, $3.25 per doz. 

Water Softeners.—Desolvo, 12 oz. 
pkg., $2 per doz.; 1 lb. pkg., $3 per 
OZ 


Waxes.—Johnson paste wax, 1-lb. 
cans, 85c.; 2-lb. cans, $1.70; 4-Ib. 
cans, $3; 8-lb. cans, $6; Old English, 
1-lb. cans, 85c.; 2-Ib. cans, $1.70; 
4-lb. cans, $3; liquid wax; Johnson 
pints, 75c.; quarts, $1.40; Ola English 
pints, 750.3 quarts, $1.40. Dealers’ 
discounts, 33% per cent. 


LADDERS. 


Step Ladders, standard full rodded, 
20c. per ft.; extra grade 40c. 
sion Ladders, 28 ft., $7.50; 








prong, $6.75 per doz.; five prong, $9.60 


per doz. 
Garden Cultivators. — Standard, 
$5.50 each; Perfect, $6 each. 
Ornamental Lawn Fence. — Style, 


LX, 36 in., $6.40 per 100 ft.; 42 in., 
$7.20 per 100 ft. 

Style F, 36 in., $8.80 per 100 ft.; 42 
in., $9.60 per 100 ft. 

Single Walk Gate.—36 in. x 3 ft., 
$2.50; 42 in. x 3 ft., $2.60; 48 in. x 3 
ft.. $2.70; all prices each. 

Flower Bed Guards.—16 in., $4.50 
per 100 ft.; 22 in., $5.25 per 100 ft. 

Manure Forks. ~ Long handle, first 
quality, $15.24 per doz.; second 
quality, $13.68, per doz.; third qual- 
ity, $11.25 per doz. 

Spading Forks.—No. 84, $10.80 per 
doz.; No. 72, $14.28 per doz. 

Grass Hooks and Shears.—Hooks, 


each; 14-in., $5.25 to $13; 16-in., $5.75 
to $13.50; 18-in., $8.50 to $14; 20-in., 
10.50 to $15. 

Lawn Rollers.—No. 2, $8.55; No. 4, 
$10.15; No. WB5, $12.70; all each. 

Mattocks.—Garden, $9 per doz. 

Plows.—Garden, No. 2, $3 each; 
Geneva, $4.50 each. 

Pruners.—Doo-Klip pruners, $10.80 
per doz. 

Rakes.—Bamboo Lawn, common, 
$3.60 per doz; extra quality, $6 per 
doz. Perfection Garden, 14-tooth, 
$8.75 per doz.; 16-tooth, $9.25 per doz. 
Steel Garden, 14-tooth, $5.65 per doz.; 
16-tooth, $6.15 per doz. 

Scythes. —Briar Edge, $12 per doz.; 
Golden Clipper, $16 per doz.; Lindsay 
Special Clipper, $18 per doz.; Lindsay 
Special Dutchman, $18 per doz. ; 








Waldron, $25 per doz.; Beetle No. 


Reading matter continued on page 70 


$9.25; 36 ft., $11.50; all each. 


PAINTING SUPPLIES. 


Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 15c. per gal. 
eget): big lead, 14%4c. per Ib. in 
100-1b. lots; 10 per cent less in lots of 
500 Ib. or more and extra 4 per cent 
less on lots of a ton or more; turpen- 
tine, 64c. per gal. in barrel lots; raw 
— oil, 16c. per Ib., in barrel 
lots. 


ROLLER SKATES. 


Union Hardware Co. line, No. 2, 
70c. per pr.; No. 3, 75c. per pr.; No. 
10, $1.05 per pr.; Nos. 4 and 5, $1.40 
per pr.; No. 6, $1.55 per pr. 
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LUEBIRDS and budding trees are no surer signs of 

Spring than are window displays of fishing tackle. 
When you dress your windows this Spring to catch the 
fisherman’s eye you will do well to put some Reming- 
ton .22 caliber Rifles, Kleanbore Cartridges and 
Remington Outdoor Knives in with tackle. 





A fishing trip is sure to be enjoyable if one of these 
little Remingtons is in the party. Fish don’t always 
bite, but a Remington will always shoot. Shooting at 
a mark will provide good sport when fish refuse to 
do so. 


Your fishing customers may not think of this, but 
they’ll get the point quickly enough if you suggest it. 
They’re sure to be fascinated by a Remington once 
you put it in their hands. Be prepared to show these 
.22 caliber rifles—Model 24 Autoloader, the Model 
12 Slide Action Repeater, and the Models 4 and 6 
Single Shot. Order from your jobber now. , 


President. 










Fisherman’s 

Knife R1613 

Retail Price 
$1.50 





Retail Price 
$25.45 





wii Zoe wig: =—_ | 


Model 6 






Retail Price — — 
REMINGTON ARMS CO., Inc. 
Originators of Kleanbore Ammunition 
25 Broadway, New York City Telephone, Digby 0766 


Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 





©1930, R. A. Co. 
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Winslow line, No. 38%, $1.40 per 
pr.; No. 38, $1.55 per pr.; No. 38, rub- 
ber tire, $2.50 per pr. 

Winchester line, No. 3831, $1.35 per 


pr.; No. 3832, $1.30 per pr. 
Chapin line, No. 103, child’s skates, 
75ec. per pr. 


Chicago line, No. 101, $1.33; Nos. 


103 and 105, $1.43 per pr. 
ROOFING PAPER. 


Battle Axe. — Light, 95c.; medium, 
$1.15; heavy, $1.35 per roll. 
Apex.—Light, $1; medium, $1.30; 
heavy, $1.65 per roll. 
RUBBISH BURNERS. 


Standard No. 1, $2.75; No. 2, $3.50; 
No. 4, $4.50; all e ach, Just-Rite No. 


1, 65c.; No. 2, 80c.; No. 3, $1; all each; 
Cyclone, $2 each. 


SCREEN WIRE PRODUCTS. 


Cloth, black No. 12 mesh, $1.65; 
galvanized No. 12 mesh, $1.80; bronze 
No. 14 mesh, $5.50; all per 100 sq. ft. 
} Doors.—Continental 2 ft. 8 in. x 
| 6 ft. 8 in., walnut stain, $17.25; 
natural finish, $20.50; fancy finish, 
$24; galvanized cloth fancy, $33; 
bronze cloth fancy, $46; all per doz. 
Other sizes in proportion. Hillsdale 
2 ft. 8 in. x 6 ft. 8 in., walnut stain, 
$18; natural finish, $20.55; fancy 
finish, $24 to $48; all per doz. 
Windows. — Hillsdale extension 
} screens, black cloth, 12 x 33 in., $2.95; 
| 15 x 33, $3.45; 18 x 33, $3.85; 24 x 33, 





CLEVELAND: 


CLEVELAND, May 13.—Stimulated by the warm weather the demand for sea- 
sonal merchandise took a sharp spurt upward during the week. Many retailers | 
who delayed the purchase of spring goods rushed into the market with orders | 
to replenish their stocks that were becoming badly depleted and quick shipments | 
were demanded for much of the business. 
very active include garden tools, lawn mowers, fertilizers, grass seed, wire cloth | 
Lawn hose, sprinklers and nozzles are also moving in very | 
In sporting goods lines a heavy demand has developed for golf 
Fishing tackle has become quite active. 
equipment tires are moving freely and jobbers are doing a good business in 
With the outdoor painting season under way paints and varnishes 


and window screens. 
good volume. 
sticks, bags and balls. 


spark plugs. 
are in good demand. 


Price changes the past week were more numerous than they have been 
White lead has been marked down %c. 
declined sharply. Following lower mill prices on wire products, jobbers have 
made a reduction of 5c. per keg on nails for factory shipment. 
and copper products, including brass tubing and copper rivets and tacks, have 
been reduced in conformity with the recent lowering of copper prices. 


recently. 


(Cleveland office of HARDWARE AGE) 


facturers of blow torches have advanced prices 15 to 20 per cent. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO Lae GOODS. 
RETAILERS F.O.B. CLEVELAND: 


BASEBALL GOODS. 


Balls, American League, $16 per 
doz. 3ats, Louisville Sluggers, $18 
per doz. Gloves and mits, medium 
grade, $3.35 per pr. 


BUILDERS’ HARDWARE. 


In case lots, lock sets, $5 per doz.; 
heavy strap hinges, 6 in., $1.55 per 
doz.; 8 in., $2.40 per doz.; extra heavy 
T hinges, 6 in., $1.80 per doz.; 8 in., 
$2.70 per doz.; 10 in., $4.25 per doz. 
Butts, case lots, 3 in. and 3% in., 
16c. per pair; 4 in., 2lc. per pair; 
for less than case lots, all sizes are 
2c. per pair higher. Butts with sand 
blaster finish are 4c. per pair higher. 
Ornamental hinges, standard finish, 
$1 per doz.; nickel finish, $1.20 per 
doz.; sand blast finish, $1.15 per doz. 


CARPET SWEEPERS. 


Bissell, No. 3 standard, $36 per 
doz.; Grand Rapids, $44 per doz.; Uni- 
versal, $42 per doz.; Grand, $6 per 
doz. 


ELECTRIC FANS. 


Robbins & Myers 10-in. AC oscil- 
lating type, $17 each; 12-in., $27 
each; stationary, 8-in., $5 each. 


FENCE, LAWN. 


Ornamental, style F, 36-in., 22c. per 
ft.; 42-in., 24c. per ft.; 48-in., 28c. per 
ft.: style L, 36-in., 16c. per ft.; 42- 
in., 18c. per ft.; 48-in., 20c. per ft. 
Dealers’ discount 60 per cent. 


FLOOR WAX PRODUCTS. 


Old English, 1-Ib. can pdste, 85c.; 
2-Ib., $1.70; Liquid Brightener, %-pt., 
50c.; 1-pt., 75c.; 1-qt., $1.40. 
son’s wax, %-lb., 50c.; 1-lb., 85c.; 
aa. \%-pt., 50c.; 1-pt., 75c.; 1-qt., 
$1.25. 


old English waxer polisher, $4.90. 
All prices subject to 33% per cent 
discount. 


FLOWER BED BORDERS. 


16-in., lle. per ft.; 22-in., 13c. per 
ft.; 28-in., 15c. per ft. Dealers’ dis- 
count 60 per cent. 

FLY SWATTERS. 

Wire handle, 60c. per doz.; wire 
handle, wood grip, 70c. per doz.; san- 
itary rubber, 80c. per doz. 

GARDEN HOSE. ' 


_ Black, double braid, molded 5% in. 
in bales, 7¥%c. per lb.; same % in., 


8%c. per lb. Red, double braid, 
molded in bales, 5 in., 7%c. per Ib.; 
% in., 8%c. per Ilb.; 56-ft. sections, 


coupled, 4c. per lb. higher for both 


grades and sizes. 


GARDEN TOOLS. 


Shovels and garden spades, com- 


mon grade, $8.75 per doz.; inter- 
mediate, $11.50 per doz.; be ast, $13.50 
per doz. 

Hose.—First grade, socket, $9.84 
— doz.; first grade shank, $9 per 
OZ. 


Garden Rakes.—-Bow type, 14 In., 
first grade, $11.40 per doz.; second 
grade, $8.64 per doz.; shovel head 
type, 14 in., first grade, $9.85 per doz. 

Brume Rakes.—$7.86 per doz. 

Spading Forks. — First quality, 
— .84 per doz.; common, $10.80 per 


Mulching Cultivators. — Easy type, 
8% in., $5.80 each; 10% in., $6.10. 


GRASS AND PRUNING SHEARS. 
Goodwin grass shears, No. 10, $13.80 
per doz.; No. 20, $10 per doz.; Clear- 
cut, No. 800, $6 per doz.; No. 1000, $10 
per doz.; Wise, No. 600, $12 per doz. 
Doo-Klip grass shears, $10.80 per 
doz.; Doo-Klip long handled grass 
shears, $18 per doz. 

Pruning Shears. — Clearcut, No. 
1104, $11.50 per doz.; Pexto, No. 60, $8 
per doz.; No. 5, $3.50 per doz.; No. 
505, $7.25 per doz.; Doo-Klip pruners, 
$10.80 per doz. 





Seasonal lines that are at present | 


In automotive 


per lb. and turpentine has 


Various brass 





Manu- 


$4.45; 28 x 33, $5.35; all per doz. Con- 
tinental, black cloth, 12 x 33, $2.85; 
galvanized cloth, $3; 15 x 33 black 
cloth, $3.45; galvanized cloth, $3.60; 
18 x 33 black cloth, $3.75; galvanized 
cloth, $4; 24 x 33 black cloth, 0; 
| galvanized cloth, $4.75; 28 x 37 black 
| cloth, $6; galvanized cloth, $6.25; all 
| per doz.’ Diamond B all metal fly 

screens, No. 1 galvanized 18 x 33 in., 

$6.40; No. 3 galvanized 24 x 37 in., 
$8.40; No. 11 bronze cloth 18 x 33 in., 
$10.40; No. 13 bronze 24 x 37 in., 
| $12.40; all per doz. 


SCREEN DOOR HARDWARE. 
Hinge sets, common finish, $1.50 


| 
| per doz.; antique copper finish, $3 per 
| doz. Catches, 30c. to $1.80 per set. 


Seasonable Items Are Very Active— 


Several Price Changes Are Effective 


GRASS CATCHERS. 
Perfection, 12 x 16 in., $8 per doz.; 
16 x 20 in., $9 per doz.; Kasy-Empty- 
ing, 12 x 18 in., $10.75 per doz.; 16 x 
22 in., $18.50 per doz, 


GRASS HOOKS. 


No. 10 Clearcut, 
Forest City, $3.60 per doz.; 


$5.25 per doz.; 
Little 


Giant, $3.25 per doz.; Komet, $2.40 
per doz.; Atkins, Perfection, $4.75 per 
doz. 
HOSE REELS. 
Reel Ezy, $5.85 per doz.; No. 10 
Wirts, $3.25 ea.; Victor, drum type, 
$1.20 ea. 


ICE CREAM FREEZERS. 


White Ng l-qt., $4. 85 ea.; 
2-qt., $5.65 ea.; 3-qt., $6. 75 ea.; 4-qt., 
$8.25 ea.; 6- eat.; $10.45 ea. Dealers’ 


discount, 50 per cent. 

Lightning, 2-qt., $5.50 ea.; 3-qt., 
$6.50 ea.; 4-qt., $8.00 ea.; 6-qt., $10.00 
ea. Dealers discount, 55 per cent. 

Acme, 2-qt., metal, $8. 40 net ea. 


Mfg. Co., Perfect 
Clinching hose couplings, $1.90 per 
doz.; female ends, $1.30 per doz.; Per- 
fect Clinching hose menders, 80c. per 
doz.; Rainbow nozzles, $3.80 per doz.; 
Sprinklers, Rotary, $11.60 per doz.; 
Crown, $5.75 per doz.; Crest, $5.65 per 


L. R. Nelson 


doz. 
LADDERS. 

Extension, base grade, fir, 32-ft., 
$7.35 ea. ; 36-ft., $8.30 ea.; 40-ft., 
$9.25 ea. clear spruce, 30-ft., $8.50 
ea.; 32- ft. $9.25 ea.; 36-ft., $11.50 ea.; 
40-ft., $12 2.75 ea. 

AWN RAKES. 


24-tooth wire, competitive grade, 
$7.40 per doz.; better grade, $8.50 per 
doz.; broom type rakes, $7.68 per doz. 


NAILS AND WIRE. 


Nails.—Factory shipment, car lots, 
$2.30 per keg.; less than car lots, 

2.40 per keg for factory shipment 
and $2.50 per keg for stock shipment: 
other products for stock shipment: 
No. 9 galvanized wire, $3.05 per 100 
lb.; No. 9 annealed wire, $2.60 per 
100 lb.; polished fence staples, $2.90 
per 100 lb.; galvanized fence staples, 
$3.15 per 100 lb.; coated nails, $2.50 
per keg. 

Barbed Wire.—Lyman 4-point cattle 
wire, $2.88 per 80-rod spool; hog wire, 
$3.12 per 80-rod spool. 


PAINTS AND VARNISHES. 
Mixed paints, first quality, $2.90 to 


$3 per gal. for colors, and $3.05 to 
$3.10 for white. 
Turpentine in drums, 54%c. per 


gal.; in 5-gal. lots, 72%c. per gal. 

Linseed oil in drums, $1.14 per gal.; 
in 5-gal. lots, $1.34 per gal. 

White lead in 100 lb. kegs, 13%c. 
per lb.; in 50 and 25 Ib. kegs, 14c. 
per lb.; in 1216 lb. kegs, 14%c. per Ib. 

Quantity discount, 500 Ib. to 1 ton, 
10 per cent. One ton or more, 10 per 
cent and 4 per cent. 

Enameling lacquers, $1.20 to $1.65 





per qt. 


Reading matter continued on page 72 
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' LOCKS 


AND BUILDER’S HARDWARE 


ORWALK 


NORWALK hardware is quality hard- 
ware . . . accuracy, uniformity, fine 
finish and enduring service are 
wrought into every product that bears 
the name. You can meet every de- 
mand with a stock of NORWALK 
hardware . . . from a modern front 
door to a cupboard . . . -hardware for 
every type of building. 


NORWALK hardware is numerically 
marked and conveniently packed for 
easy identification and quick stock 
handling. A service that saves you 
time and annoyance. Your jobber 
can supply you. If not, write to us. 


Norwalk Lock Company 
12 Warren Street New York 
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—_IN the WEEK’S MAIL — 


WHY SOME JOBBERS LOSE 
RETAIL ACCOUNTS 


Evant, Tex.—When salesmen call 
at my place of business, of which I 
am manager and buyer, I arrange to 
meet them as soon as possible. I am 
sure all salesmen calling on me will 
certify to this. I am ready to give 
them my time and all courtesy pos- 
sible, because I realize they can very 
often help a dealer solve some of his 
problems. 

But there is something else to be 
considered in order to make the re- 
lationship between salesmen and buy- 
ers more pleasant: salesmen should be 
courteous to buyers. Some salesmen 
—usually specialty men, and only a 
few of them—reply in a sarcastic way 
when we refuse to buy from them. 
I am going to give you my experience 
with three salesmen who called on me 
recently; we shall call them A, B and 
CG 

Mr. A, who represents a reliable 
implement company, wanted me to 
stock his line. Politely I told him 
that, owing to present conditions, I 
would not stock any implements. His 
reply was, “I don’t see any sense in 
any such business.” 


Mr. B called with the regular sales- 
man from one of the best hardware 
houses in the Southwest. He wanted 
me to take on his line of radio. I 
declined, telling him it was a little 
too late in the season. He retorted: 
“There is no such thing, sir. I. have 
heard such remarks before. There is 
nothing to them. Spring and summer 
are just as good radio seasons as 
winter.” 

Mr. C wanted to sell me some in- 
cubators. I told him I had some of 
his incubators in stock and did not 
care to add to their number then. He 
answered, “How do you expect to do 
business here without the goods?” 

To me such remarks seem almost 
insulting and should be avoided by 
salesmen. I am sure that the retail 
reader will agree that this is one 
thing that causes buyers to be less 
courteous to salesmen in general. I 
am thankful, however, that I meet 
only a few of this kind. 

It may be that I am too quick to 
become offended, or it may be that 
these so-called salesmen think I am 
a small man in a small business in a 
small town. This may be true, but 
I rather think they are mistaken. 

This is an inland town of some 


five hundred. It is in a good agri- 
cultural section. We have 23 busi- 
ness establishments, two State high- 
ways crossing here with six daily pas- 
senger busses and truck freight ser- 
vice. We also have a high line, a 
good high school, churches, etc. 

I established a hardware business 
here twenty years ago with a capital 
of $714. Now I carry a stock of 
merchandise (hardware only) from 
eight to twelve thousand dollars. I 
own my store and warehouse build- 
ings; farm lands, residence and bank 
stock. I take my cash discount on 
all merchandise and do not have to 
borrow money. 

High-pressure salesmanship is a 
thing of the past. A salesman who 
knows his merchandise and is sincere 
in his desire to help both the jobber 
and the retailer is an asset to the 
hardware business. 

Salesmen are largely responsible 
for the kind of relationship existing 
between the retailer and jobber. They 
can be the direct cause of making or 
losing a good account, and such an 
account can often be lost by a sales- 
man without the jobber knowing the 


reason. 
J. W. Burney. 





The Capper-Kelly Resale 


The House Committee on Interstate 
and Foreign Commerce voted on 
May 6 to ask the Rules Committee 
for a special rule to bring up the 
Capper-Kelly Resale Price Bill on the 
floor of the house. 

Representative Kelly has expressed 
the opinion to a HARDWARE AGE rep- 
resentative that the rule will be 
granted within ten days. 

Now just what does the Capper- 
Kelly Bill include? What stand does 
it take on resale prices? Those are 
questions we hear every day. It is 
evident that comparatively few mer- 
chants know definitely the provisions 
or limitations of this bill, which is of 
intense importance to all engaged in 
merchandising. 

Below is a copy of the bill in its 
present form. After the usual enact- 
ing clause, it reads: 

That no contract relating to the 
sale of a commodity which bears (or 
the label or container of which bears) 
the trade-mark, brand, or trade name 


of the producer of such commodity, 
and which is in fair and open compe- 
tition with commodities of the same 
general class produced by others, shall 
be deemed to be unlawful, as against 
the public policy of the United States, 
or in restraint of interstate or foreign 
commerce, or in violation of any 
statute of the United States, by rea- 
son of any agreement contained in 
such contract— 

That the vendee will not resell such 
commodity except at the price stipu- 
lated by the vendor. 

Sec. 2. Any such agreement in a 
contract in respect to interstate or 
foreign commerce in any such com- 
modity shall be deemed to contain the 
implied condition— 

(a) That during the life of such 
agreement all purchasers from the 
vendor for resale at retail in the same 
city or town where the vendee is to 
resell the commodity shall be granted 
equal terms as to purchase and resale 
prices ; 


Price Bill 


(b) That such commodity may be 
resold without reference to such 
agreement— 

(1) In closing out the owner’s stock 
for the purpose of discontinuing deal- 
ing in such commodity or of dispos- 
ing, toward the end of a season, of a 
surplus stock of goods specially 
adapted to that season; 

(2) With notice to the public that 
such commodity is damaged or de- 
teriorated in quality, if such is the 
case; or 

(3) By a receiver, trustee, or other 
officer acting under the orders of any 
court, or any assignee for the benefit 
of creditors. 

Sec. 3. Nothing contained in this 
act shall be construed as legalizing 
any contract or agreement between 
producers or between wholesalers or 
between retailers as to sale or resale 
prices. 

Sec. 4. As used in this act— 

(1) The term “producer” means 

(Continued on page 74) 
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May I11th to 17th 
For the 1930 season, 
Winchester offers you the 
finest shotshells we have 
ever placed upon the mar- 
ket. Give your customers 
the best. It’s the best way 
to hold them. 
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Faster Ignition These four features, 





Surer Fire brought to you in these 
Higher Velocity four shotshells, will enable 


Center Unites.) YOR? © shoot ahead _ this 


ity of Pattern year in shotshell sales. 
Order from your jobber 
—at all extremes 


of temperature. NOW! 


WINCHESTER REPEATING ARMS CO. 


New Haven, Conn., U. S. A. 


New York Office and Showroom 
312 Broadway 
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The Capper-Kelly Resale Price Bill 


(Continued from page 72) 





Mlore than 
1.000.000 tool 
users a month 
see Maydole ad- 
vertising ... It 





works for you, 
ereates demand 
and makes your 
selling easier. 


You'll sell more hammers if you 
display and recommend Maydoles. 
Your jobber can supply you with 
standard assortments or the styles 





and weights you need. 
Write for a free supply of Pocket | 
Handbooks 23 “C.” 


Maydole 
Hammers 


The David Maydole HammerCo.NorwichNY 


3823 

















grower, packer, maker, manufacturer 
or publisher. 

(2) The term “commodity 
any subject of commerce. 

In its present form this bill differs 
considerably from former bills. Orig- 
inally, violations of the agreements 
were made misdemeanors, and to them 
various penalties were attached. That 
is not the case under the present bill. 
Now the aggrieved party under the 
contract authorized by the bill has 
only a civil remedy. 

In brief, the bill permits a contract 
between vendor and vendee, in special 
classes of commodities, to the effect 
that the vendee will not resell the com- 
modity specified in the contract except 
at a stipulated price. It guards the 
rights of other retailers in the same 
town, and also permits the vendee to 
sell at his own price, in order to close 
out his stock when ceasing to deal in 
the commodity specified, or in dispos- 
ing of seasonable goods at the end of 
a season. He is also permitted to sell 
at his own prices when goods are 
damaged. 

The bill especially guards against 
agreements between producers, or be- 
tween wholesalers, or between retail- 
ers. In other words the contract is 
permissible only between the vendor 
(producer) and the vendee (the party 
to whom the vendee sells the specified 
commodity for resale.) 

The report of George A. Fernley, 
secretary-treasurer of the National 


” 


means 


Supply and Machinery Distributors 
Association, to the 25th Annual Con- 
vention, held in Memphis, Tenn., in 
April, has this to say concerning the 
bill: 

Resale Price Legislation: Among 
the Bills pending in Congress of spe- 
cial interest. to our members is the 
Capper-Kelly Fair Trade Bill legal- 
izing the maintenance of suggested 
resale prices. Prior to the adjourn- 
ment of Congress in the spring of 
1929, the Committee on Interstate 
and Foreign Commerce of the House 
voted to receive a report from its 
Sub-Committee which was consider- 
ing the Bill. 

Several weeks ago the committee 
reported the bill to the House and it 
is probable that action may be taken 
prior to adjournment. Since then, 
however, the effectiveness of the bill 
has been questioned in some quarters 
as a result of proposed amendments 
to it. 

On this point, Senator Arthur Cap- 
per gives the following opinion: 

“The bill as amended by the House 
does not differ in principle nor in 
effect from the original measure.” 

Congressman Clyde Kelly has also 
declared: 

“The bill, as amended, permits the 
manufacturer to contract with whole- 
salers as to resale price. The manu- 
facturer will have power to protect 
his final resale price which is the 
principle in the bill.” 





Alliance Mfg. Co. Display 


The Alliance Mfg. Co., Alfiance, Ohio, 
has a new three-panel window display 
piece. 


In the center panel is shown a 


| CUTS ON THE PROPER 
ANGLE —— WILL NOT] 
| BRUISE THE STALK 


family at work on their lawn and shrub- 
bery. The side panels, or wings, hold 
samples of the Doo-Klip grass shear and 


Doo-Klip pruners on bulls-eyes of red. 
This display may be used to advaniage 
with a showing of garden or lawn sup- 


absolaa el ly guara y 
Jde ntify the m by their GREEN /ic 





It is lithographed in fourteen col- 
The 


plies. 
ors and tints and stands 26 in. high. 
width of the display is 41 in. 























Displays That Appeal to the June Bride 


(Continued from page 53) 


flesh pink linen, set with amethyst 
glass, cream Wedgwood china (or 
any formal cream china) and blue 
and yellow flowers, would fit 
charmingly into a breakfast room 
where the spirit was graciously 
formal. Such a table would extend 
the color harmony of a room _with 
pale, very grayed green walls, 
flowered chintz draperies in pinks, 
greens and blues and dark var- 
nished floors. Practical directions 
for painting and varnishing such 
a breakfast room should be fur- 
nished by the salesman. 

In addition to his displays and 
advertisements through the cus- 
tomary channels, the hardware deal- 
er should make an extra bid for 
the June bride’s trade by sending 
her an invitation to view his special 
displays as soon as her engagement 
is announced in the society columns 


Should a Hardware Store Carry Two Qualities of Paint 


of the local papers. The offer of a 
helpful booklet on setting up house- 
keeping, which should include fun- 
damental and supplementary lists of 
kitchen equipment, styles in china 
and glassware, color schemes, prac- 
tical paint information, sugges- 
tions on painting unpainted furni- 
ture and pertinent paint and house- 
hold pointers would be an extra in- 
ducement to get her inside. Such 
a booklet could be compiled and 
printed without too much expense 
and used for brides throughout 
several years. It would have an 
appeal for very homemaker as well 
as for the bride, although her trade 
should be uppermost in the dealer’s 
mind this time of the year. Do not 
let her go to the department or 
specialty store when you sell the 
merchandise she is sure to want if 
she only knows you have it. 


(Continued from page 51) 


“Our experience over a period of 
five years—at first exclusively push- 
ing the high-price paint and then, 
in the last few years, carrying with 
it a cheap line of paint—I think may 
be summed up from two angles. 

“We think it pays to carry a 
cheap line of paint, first, because 
it takes the teeth out of competition, 
and, secondly, because it forms a 
logical basis for the sales organiza- 
tion to sell the better paint. We 
stock this low grade of paint, but 
we do not sell it; that is, we sell 
but very little of it. We use it to 
bolster up our argument for the bet- 
ter grade of paint. When we handle 
a high grade of paint exclusively, 
the customer will come in and even- 
tually the talk will devolve upon the 
question : “How much a gallon is this 
paint?’ and you would mention 
$3.50, whatever the case might be, 
and immediately he would come back 
and say, ‘Why, I can buy this paint 
for $2.70,’ or whatever price came 
to his mind; and you would imme- 
diately start to discourse on the 
covering capacity and durability 


$4.50 enamel finishes. 


and all those qualities; but unless 
you had an unusually loyal customer 
—and there are very few of them 
these days—there is always the 
sneaking feeling in the back of his 
mind that you are bigoted on this 
question and are making a lot of 
money on this paint ; and, therefore, 
he does not give your argument a 
great deal of credence. Now, if by 
investing perhaps $150 in a small 
assortment—say sixteen colors, a 
very little stock of one color—if you 
can, by making that small invest- 
ment, bolster up your argument on 
the quality, when they bring up the 
question of price, it will help you 
because you can say, ‘Why, surely, 
we have a cheaper line of paint,’ 
and tell them you would like to show 
them the difference and bring in the 
formula on the can of your better 
quality paint, and explain the neces- 
sity of these various ingredients. In 
that way we found that we could 
even outsell the $3.50 paint. and we 
found we could sell the $4.25 and 
We feel that 
it pays as a sales argument.” 
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Size Shown 
on Each Box 





Bakatax save your time by show- 
ing the tack size on the end of 
each individual box. There it is 
for the consumer to see without 
tearing open half a dozen boxes 
to find what he wants. And the 
modernly designed Bakatax dis- 
play box looks well on a promi- 
nent counter or table where it 
will remind consumers that they 
need tacks. Bakatax are rust re- 
sisting, sanitary and attractively 
blued. Just send a card giving 
your name and your jobber’s 
and you will receive samples 
of Bakatax. Geo. Baker & Sons, 
Inc., Brockton, Mass. 


SUVA ETT TTL 
Send fora FREE SAMPLE 
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Now 


More Than 
Ever Before 


it is essential that you 
study your Market Re- 
port carefully and con- 
sistently. Every impor- 
tant price change in the 
trade is recorded in these 
columns weekly 


The MARKET REPORTS 
as found in HARDWARE 


AGE are the most au- 
thentic published 

Use them as a buying 
guide 
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SOOO OSS OOS OOO OOOO 


Every Home Owner Needs 
This File for His Tools 


A Few 
Strokes 


This 
FREE 


Counter 













Sharpens 
Any Edge 
Tool 


Display 
Stand 


or Gets 
Implement Instant 
Used Around Attention 
the House and 


Farm or Makes 


Garden 


Read all the different uses printed at the base of 
this display. The PIKE Red Head Utility File 
serves them all—sells to home owners, farmers, 
mechanics, and blacksmiths. 


And whenever you sell any of the tools or imple- 
ments mentioned, show this newest file and tell 
the customer it will put a keen cutting edge on 
everything listed and do it quickly. It will cut 
the hardest metals. Made of the same abrasive 
material that made PIKE India Oilstones famous 
the world over. 


Size: 13%” long, packed one dozen in strong 
corrugated box. Counter display FREE with 
order. If your Jobber cannot supply you, write 
us and mention his name. 





Pike Manufacturing Co. 
PIKE Pike, New Hampshire, U. S. A. 


Manufacturers of sharpening stones 
and specialties for over 100 years 


SOOO OOS OOO OOO OOOO 











Canadian Merchandising Plan 


Crosses the Border 
(Continued from page 45) 


merchant buys, advertises and displays his good, or how 
efficient his methods are, his entire investment in his 
business can be utterly wasted unless backed by the right 
kind of human element inside his store. 

The main thing the matter with the hardware business, 
he continued,-is that the hardware merchant isn’t making 
enough money. The reason he isn’t making enough 
money is because he isn’t selling enough merchandise at 
a profit. The reason he isn’t seling enough merchan- 
dise is largely because he hasn’t enough regular custom- 
ers; customers who think of his store naturally when- 
ever they want anything in hardware. One of the deal- 
er’s big problems, therefore, is to find out what are 
the dominating forces in influencing customers to trade 
regularly in his store after making an initial purchase. 

Mr. Walker had brought with him two Canadian 
hardware merchants, members of the M. M. P. organi- 
zation and Professor Morrow of Toronto. These men, 
as well as Mr. Walker, answered questions and explained 
the practical workings of the plan in actual operation. 
The interest was so keen that the meeting was prolonged 
until nearly midnight. 

At its close, approximately 200 dealers signed cards 
expressing a willingness to cooperate with Burhans & 
Black, Inc., in a similar plan when satisfactory details 
have been worked out. Other meetings will probably 
be held in the near future. 

The hardware trade in general will watch the develop- 
ments with keen interest. 


The Retailer as the Jobber Sees Him 


(Continued from page 48) 


cessful in that section as they have everywhere else. 
Somehow or other the people found it possible to 
“dig up” the money and pay cash for the merchandise, 
although before the chain stores went in there, it was 
easy to prove on paper that they were doomed to failure. 

I think possibly the most outstanding point that the 
wholesaler sees today is the retailer’s lack of faith in 
his supplier. In the last four years my company has 
spent about a quarter of a million dollars in developing 
plans to help the retail dealer. This has been a per- 
fectly selfish investment upon our part and there is no 
sentiment at all connected with it. 

From a cold-blooded business standpoint, we have no 
interest in retailers unless our own interests are affected 
at the same time, but we have come to a realization that 
the ultimate future of the wholesale hardware business 
lies with the retail hardware dealers. If they are not 
successful, we cannot be successful either. Frankly, our 
bread and butter depends upon the prosperity of the 
retail hardware dealers and our struggles in behalf of 
the retail dealers are made from a perfectly selfish stand- 
point. I hope that I have made that clear. 


























HARDWARE AGE for MAY 15, 1930 a 77 





But a great many dealers are not willing to accept our 
efforts in the spirit in which they are given. They are 
looking for the “nigger in the wood pile” and are sus- 
picious of anything that we attempt. We tell the dealer 
to concentrate his purchases and a good many dealers 
think that all we are after is more business. 

We suggest to a dealer that he be more careful about 
selection and the quantity ordered and he thinks we are 
trying to keep him from buying direct. We ask him to 
follow some form of advertising in order to remind the 
consumers in his locality that he has a stock of hardware 
and the dealer feels we are attempting to work off some 
merchandise. That is exactly what we are endeavoring 
to do, but we are trying to work off his merchandise 
so that we can sell him some more. 

I will admit that, in the past, the wholesalers have been 
pretty largely at fault, but some of us have begun to 
“see the light” and have changed our ways. I think 
it is high time for some of the dealers to do likewise. 

I suppose a good many of you would leave here 
disappointed if I did not say something about “direct 
buying” from factories and “cooperative buying.” I will 
try to see that you are not disappointed. There are cer- 
tain lines of merchandise that cannot be jobbed. I will 
not go into details, but there are certain commodities 
that require service of such a nature that the manufac- 
turer must have direct contact with the retail dealer. 

It is a proved fact, however, that the majority of 
hardware items can be handled more economically 
through the jobber. Obviously a jobber cannot hope to 
handle everything that is made and the jobber usually 
picks the line that he has the greatest call for and is the 
best for him to take up. The second-rate manufacturers, 
the third-rate manufacturers and, of course, a few of the 
first-rate manufacturers call on the jobber and do not 
sell him. 

They go to the retail dealer direct and, by using price 
as a lure, solicit his trade. The dealer usually buys con- 
siderably more than he would of the jobber and, as a 
result, of direct factory buying hardware stocks the 
country over are worth about 60 cents on the dollar— 
not that the goods have not been bought on a low basis, 
but the assortment is so poorly proportioned that the 
stock is not liquid. When a hardware dealer fails, we 
invariably find a poorly assorted stock and the poor 
assortment is almost always due to direct buying in 
order to obtain a price. 

Not long ago one of our city customers failed. He 
had been buying of us for a good many years, but in 
recent years not so heavily as when he first started out. 
When the creditors took over the business, they found 
him buying from 144 different concerns. I firmly believe 
this store could be profitably operated today, if he had 
confined his buying to fewer sources. 

Another thing that I cannot understand is the peculiar 
sense of pride that keeps a dealer buying direct. It 
certainly must be a false pride, as frequently we find 
he is paying the manufacturer more money for the goods 
that he could buy from his jobber. 

Some years ago one of the large Eastern factories 
complained about the relatively small volume of business 
that we were giving them. I replied, stating that they 
could not expect much from us, as they called on nearly 
all of our customers and sold them direct. 








No. BB 220 


GRIFFIN 


<= Ball Bearing => 


BUTT HINGE 


Combines all the essential require- 


ments of a practical Ball Bear- 
ing Hinge. Designed to provide 
lasting service, wear and 
strength to match the beauty and 
harmony of the modern building. 


Soares IN ALL LEAD- 
Chine HARDWARE FINISHES 


(GRIFFIN 


nufacturing Company 


ERIE, PENNSYLVANIA 
MANUFACTURERS 


Branch Offices:- 


NEW YORK: 45 Warren St. BOSTON: 76 BATTERYMARCH 
CHICAGO: 555 W. RANDOLPH Sr. SAN FRANCISCO: 703 Marker Sr. 
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Little 
Brother _ 





of the Rixson 
Floor Check Family 


Junior in size, but 
equal to its senior in 
performance, this Rix- 
son Floor Check is un- 


excelled for light in- : 
terior doors. To those Junior 
who have not seen Doubl 
Rixson Checks in ac- me : 
tion, the positive silent Acting 


closing without the ob- 
jectionable flip-flap is a 
revelation. You can sell 
the “Junior Double 
Acting” on this feature 
alone, throwing in the 


Floor 


Check 


durable ru g ged con- for 
struction for good : 
measure. Best of all, Light 
your customer will ex- . 
pect such a check to Interior 
cost more. When you Doors 
quote the price, the 

sale is clinched. Only 


Write for full in- 

formation or see 

Sweet’s Architec- 
tural Catalog 


THE OSCAR C. RIXSON COMPANY 
4450 Carroll Avenue Chicago, III. 
New York Office: 101 Park Ave., N. Y. C. 
Philadelphia Los Angeles 


New Orleans Winnipeg 


Atlanta 
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Builders’ Hardware 


Casement Operators & Hinges 
Concealed Transom Operators 
Adjustable Ball Hinges 
Butts, Pivots and Bolts 
Door Stays and Holders 
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Overhead Door Checks 
Floor Checks, Single Acting 
Floor Checks, Double Acting 
Olive Knuckle Hinges 
Friction Hinges 

















Then they brought in a list of city and nearby accounts 
and we found dealers within a few blocks of our store 
who were buying from New England and paying the 
freight from New England, hauling from the depot to 
their own store, and paying exactly the same price that 
they would had they bought of us in 1/12 doz. quantities. 
Based on copies of the orders that were shown to us, 
they were buying six months or a year’s stock. 

Now as to “buying organizations,” “cooperatives,” or 
whatever you want to call them, history has shown that 
these are usually short-lived affairs. 1 know of but one 
exception in thé hardware business during the last 
twenty-five years. The success of these organizations 
is largely dependent upon the ability of the one indi- 
vidual who is actively operating the group. 

All distribution problems eventually are settled along 
economic lines. If a new way is conceived that elim- 
inates handling, cuts down expense, or in any other de- 
tail tends to reduce the waste of present methods, even- 
tually that way will prevail and there is nothing we can 
do to stop it. 

About a year ago a customer of ours about one hun- 
dred and fifty miles from Chicago came to me and said, 
“T represent one hundred retail dealers and am prepared 
to place a contract for $100,000 worth of miscellaneous 
merchandise. What discount can you give me on this 
amount of business?” 

I asked him if it would be placed in one order. He 
replied, “No, the goods would be ordered from time 
to time as needed.” I asked who would place the orders. 
He said, “The various members of our group.” Then I 
said, “Where does the economy come in? What saving 
is there in this method of doing business?” 

From a practical standpoint business from this group 
is no different from the same volume from any other 
average lot of dealers and necessarily it must cost 
the same to handle it. 

Last year the jobber’s average profit the country over 
was about 1% per cent on sales. The gross margin— 
I mean the difference between what he paid for the 
goods and what he sold them for—was very close to 20 
per cent., If cooperative organizations can save more 
than that, they must develop more skilled buyers than 
the jobbers have been able to. 

The profit on a transaction depends more on the 
value of the item than the percentage of margin. A 
100 per cent mark-up on an item costing 50 cents and 
a 10 per cent mark-up on an item costing $5 in each case 
figures 50 cents. And that is why a great many of our 
prices are based on the quantity ordered. We believe in 
passing on the saving at the time the sale is made. 

From time to time we have a good many dealers who 
approach us and promise a very substantial increase in 
their business with us if we would be willing to allow 
them an extra discount of say, 5 per cent on their pur- 
chases at the end of the year. I have talked with a good 
many of such merchants myself and have asked them 
where are we going to save that 5 per cent so that we 
may give it to you. 

Are you willing to guarantee increasing the size of 
your orders and the quantity on each item to the point 
where we can effect an operating saving. There is no 
economy in volume alone. A $500 account may be 

(Continued on page 80) 
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HIS can be easily accom- 
plished by placing the new Amer- 
ican Screw Company ‘handy pack” 
carton on your counter or display 
table. 


Your customers will select the types 
and sizes of screws they want — 
they hand you a nickel a package 
—no need of counting or wrapping. 


This display carton has already 
brought increased sales in many 
stores—it can do it in 
yours—-Ask your job- 


gt IN Tie 
£ 
: WE ber to supply you. 
4 ? 
My Zz 
WOOD TIRE STOVE MACHINE 
SCREWS BOLTS BOLTS SCREWS 


AMERICAN SCREW CO 


PROVIDENCE,R.I.,U.S.A. 


WESTERN DEPOT,225 WEST RANDOLDH ST.CHICAGO. ILL. 


Put It Together With Screws 
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In the illustration at the 
left you see in detail the 
construction of a 


D TURNER pump. 





This particular design is the result of over a half century 
manufacturing experience. It is the reason why TURNER torches 
are safe to operate. Examine each detail and learn how this con- 
struction is your protection. 


(a) Ground Seat 

(b) Cork Check 

(ce) Center Bearing Cork Check Spring 
(d) Plug Cut from Brass Rod 

(e) Pump Plunger 


Here is the way the TURNER pump operates: The pump 
plunger forces the air through at (a), the cork check is shut by 
spring (c), both the spring and the air pressure in the tank then 
act to tightly seal it. 


TURNER pumps will hold 2 
ounces or 50 pounds of pressure. 
They do not leak and are absolutely 
safe to use in all working conditions. 

Inside and out the design of 
TURNER torches is superior. At 
the right is shown the No. 35. This 
TURNER No. 35 is generated in 
one-fifth of the time required to 

—_ generate an ordi- 

nary blow torch. 
List price is 
$14.303 subject to 
discount, while 
the list price of _ 
the No. 30 is so 
$7.95, subject to 
discount. 





TURNER 
NO 3s) GASOLINE 


Both of these TURNER numbers, like all 
in the TURNER line, embody the pump fea- 
tures described above. The care and skill 
used in making TURNER products is for your 
Send coupon for your catalog of the complete 


No. 30 Turner 
Blotoreh 


protection. 


TURNER line. 





THE TURNER BRASS WORKS, 

201 Park Ave., Sycamore, IIl. 

Western Branch—1284 Sunset Blvd., 

Los Angeles, Cal. 

Please send me complete information and 
prices. 


Name 


Address 


Town 


My Jobber Is 
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To adjust 
closing speed 


turn 





Silent, Jr., Door Closer, No. 
1000. Patented Everedy valve 
permits quick and accurate 
adjustment of closing speed by 
asimple twist of the cylinder. 
Dull nickel finish. Corrosion 
and rust proof. 


Everedy Adjustable Screen 
Door Grilles. Beautiful brass, 
bronze and antique copper fin- 
ishes. Sold in a wide variety of 
sizes with sliding rods that 
make them adjustable to fit 
almost any door. 


Get Your Share of 
“Fly-Time” Profits 


fy sean nothing like Everedy Silent Door 
Closersand Everedy Adjustable Screen Door 
Grilles for increasing screen season sales and 
profits. They are just what every screen door 
owner or purchaser needs and wants. And they 
are priced right to sell fast. 


The Silent, Jr., Door Closer stops the slam, 
keeps the door shut tight, and thus keeps out in- 
sect pests. And Everedy Adjustable Screen Door 
Grilles protect the screen against the pushing and 
pawing that make it sag, bulge and break. 


National advertising is driving home the ad- 
vantages of these screen door accessories to mil- 
lions of consumer families from coast to coast.And 
Everedy’s free window posters and demonstra- 
tion mounts enable you to tie up directly with 
this advertsing and thus profit by the demand. 

Order these screen season profit makers from 
your jobber today. Or write to us now for full 
information. 


Everedy products are sold by leading 
jobbers everywhere 


The EVEREDY Co. 


FREDERICK <@QQ4a)2> MARYLAND 





Also Manufacturers of the Famous Everedy Bottle Cappers, 
Syphon Filters, Strainer Sets, etc. Write for Catalogue No. 9B. 





The Retailer as the Jobber Sees Him 


(Continued from page 78) 


profitable and a $5,000 account may be unprofitable. 
It depends upon the way the merchants place their orders 
and the special service that they require of us. 

The most successful merchandisers nowadays figure 
backward from a retail price. Successful merchants are 
interested in margins rather than in costs. We discarded 
price buying years ago, and the first thing we think of 
when a line of goods is offered to us today is the retail 
price to the consumer. Next, the margin for the dealer. 
These two items govern the salability, and the third thing 
that we consider is the margin we have in it. It does 
not make any difference how cheaply we buy an article, 
if it is not salable. 

One of our very good manufacturing friends, making 
a popular line, was called on by the buyer of a chain. 
He wanted to buy a certain item that retailed at 10 cents. 
The jobbing cost was 60 cents a dozen and jobbers’ sell- 
ing price 80 cents, a margin of 20 cents (incidentally 
20 cents on handling this particular line does not cover 
overhead). 

The manufacturer was perfectly willing to sell this 
chain provided they would not cut the resale price, but 
after this point was settled and before the manufacturer 
could quote a price, the chain buyer said 68 cents a 
dozen was the limit he could pay for a 10 cent article. 
As a matter of fact the manufacturer would have sold 
at jobbers’ cost but the chain buyer did not even ask for 
it. And this chain sells more of this particular item 
than the combined sales of all the jobbers and retailers in 
the whole country. 

A retailer concentrating his purchases with a supplier 
has a right to demand a reasonable margin upon every- 
thing that he buys of him. I say he has a right to de- 
mand this, if he in turn is doing his share in conscien- 
tiously giving to that supplier everything that he can. 

From the foregoing one might think that everything 
is wrong in the hardware business. That is not the im- 
pression I am trying to create. The facts are that there 
is very /little of a spectacular nature in the hardware 
business. 

It is an interesting game and after 75 years’ ex- 
perience, we have come to know and regard the average 
hardware merchant as a frugal, law abiding, community 
loving and fair minded individual, prosperous to the de- 
gree that his location and ability permits. 


Advertising Book for Small Stores 
Requested by 35,000 Dealers 


“Small Store Advertising,” a handbook for retail mer- 
chants, published by the United States Chamber of Com- 
merce, has nearly sold out the 15,000 copies of its second 
edition, according to E. D, Borden, manager of the domes- 
tic distribution department of the chamber. The first edi- 
tion of 20,000 copies of this book, which was published in 
February, was exhausted in less than six weeks. The work 
is sold for 50c. a copy at the headquarters of the organiza- 
tion. 

The purpose of the book is to help merchants recognize 
good advertising and instruct them in preparing good ad- 
vertising copy in order to avoid waste and losses caused by 
ineffective advertising material. 
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Babcock Spruce Ladders 
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Electric Ga New York Truss 
THE PAINTER 
YOU CAN SELL { FOR (ra CARPENTER 
BABCOCK THE MECHANIC _— 
iat SPRUCE SPRING (TO\ THE MASON Single | 
LADDERS USE THE FARMER 
a. _— a Extension 





A LADDER FOR EVERY PURPOSE—WE PAY THE FREIGHT 


W. W. BABCOCK. CO. BATH, N. Y. 














From coast to coast—on main street—in the suburbs—through the country—wherever 
there are trees, shrubbery, vegetables, plants or flowers—the spring and summer seasons 
bring business for those who sell Myers Compressed Air Sprayers—the quality line, de- 
signed and built for better spraying service, two sizes, 214 and 44 gallon brass or gal- 
vanized tanks with screw connected, quick detachable hose 
and adjustable nozzle or 20 inch brass extension and 45 degree 
nozzle, successfully meet all requirements. Write or wire. Our 
service is prompt. 





MYERS “= SPRAYERS 










Tak Y 
MYERS 


PUMPS = WATER SYSTEMS — HAY TOOLS — DOOR HANGEI 
















THE F. E. MYERS & BRO. CO. 


ASHLAND, OHIO 
PUMPS — WATER SYSTEMS — HAY TOOLS — DOOR HANGERS 
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Concentrate 


On Your BRUSH 
And BROOM 
Orders 


Place them all with one source. 
Milwaukee Brushes are the prod- 
uct of Brush Specialists—experts 
who for 20 years have made 
nothing else. 


They are made to fit the job— 
and to satisfy the customer. 








Everything in Wire, Bristle and 
Fibre Brushes and Brooms (ex- 
cept Hand Paint Brushes), can 
be had from us in the quickest 
time possible. 

And obviously if the Quality 
and Prices were not satisfactory, 
we wouldn’t be devoting 50,000 
oq. feet of floor space to supply 
the demand. 


The MILWAUKEE BRUSH 
MANUFACTURING CO. 
Milwaukee 


Makers of 


BRUSHES and BROOMS 


WIRE—BRISTLE—FIBRE 


Wisconsin 









GET THIS CATALOG 


It contains 96 pages of 
practical Brush and 
Broom information . so 
indexed that a merchant 
can instantly turn to the 
very type of Brushes de- 
sired and order or re- 
order from the numbers 
given without the slight- 
est trouble. 


Ask for Catalog 29. 


All About Big Guns 


(Continued from page 47) 


the extra load of powder in a silk sack followed. Then 


| the main load of powder in a brass shell was put in. 


These brass shells could only be used once and they 


| were melted from the heat. 


| almost in a straight line to the earth. 


The gun so fired had 50 degrees’ elevation and the 
shell reached a height of twenty-five miles. At this 
height there was less friction on account of the rarefied 
atmosphere. Having reached almost the end of the 
natural parabola, the shell having lost force dropped 
As far as is known 
every shell exploded. These shells caused about a 
thousand fatalities. On Good Friday, eighty-eight 
people in the Church of St. Gervais were killed when 
one shell knocked out a column on the roof and the 
stone roof of the church fell on the worshippers. One 
of these guns exploded at the breech, and instantly 
killed seventeen expert gunners. 

The planning and firing of these guns was a pure 
matter of science. Certain facts in regard to ballistics 
were known. The engineers, in computing what could 


| be done, not only had to take into consideration the 


strength of the powder, the length of the barrel, the 


| twist of the rifling, but also. the density and the rarity 


| of the air. 


The distance was also so great, eighty miles, 
that shooting southward they had to figure the variation 


| caused by the rotation of the earth. The wind and the 


condition of the atmosphere, heat and cold, also were 
factors. Notwithstanding all of the chances for variables, 
practically every shell fell in or immediately on the out- 
skirts of Paris. The building and the service of these 
guns is probably the greatest illustration of the accuracy 


of pure science that we have seen. At least we will say 


| this was the most dramatic demonstration. 





* * * 


Another book I read on my, trip was “Man and 
Microbes.” This book traces the history of the discovery 
and evolution of the science of microbes. It is a very 
interesting world. The trouble;, however; in learning 
so much about our friends, the good and bad microbes, 
is that one constantly thinks of microbes being every- 
where. There are fifty-six friendly varieties always in 


our mouths. The ordinary, everyday microbe reproduces 


| at the rate of seventeen millions in twenty-four hours. At 


this rate, at the end of thirty days the microbes alone 
in your system would weigh 118 million pounds. 
Fortunately for us, when a microbe gets very busy his 
secretion has an acid that destroys the microbe himself. 
In other words, the microbe destroys himself by his 
own activity. This of course is one of nature’s plans 
to keep the balance. All through this book the author 
emphasizes the fact that if you wish to fight bad microbes 
successfully, never get tired. Never worry. When you 
feel exhausted, rest! Take plenty of sleep. The bad 
microbes thrive on tired people, nervous people and 
especially upon people addicted to alcohol. Bad microbes 
are all opposed to the Volstead Acct. 

















HARDWARE AGE for MAY 15, 1930 





Coming Conventions 


HARDWARE ASSOCIATION OF THE CAROLINAS CONVEN- 
TION, Myrtle Beach, S. C., June 10, 11, 12, 1930. Arthur 
R. Craig, secretary-treasurer, 804-6 Commercial Bank 
Bldg., Charlotte, N. C. 

LovutstANaA RetaiL HARDWARE AND IMPLEMENT As- 
SOCIATION CONVENTION, Hotel Roosevelt, New Orleans, 
June 9, 10, 11, 1930. Guy Nason, secretary, Starkville, 
Miss. 

MINNESOTA RetTAIL HARDWARE ASSOCIATION CON- 
VENTION, Feb. 17, 18, 19, 20, 1931; Municipal Audi- 
torium, Minneapolis. Charles H. Casey, manager-treas., 
Nicollet at Twenty-fourth Street, Minneapolis. 

Mtsstssipp1 ReTAiL HARDWARE AND IMPLEMENT As- 
SOCIATION CONVENTION, White House, Biloxi, June 16, 
17, 18, 1930. Guy Nason, secretary, Starkville. 

NATIONAL RetAIL HARDWARE ASSOCIATION CON- 
GREssS, St. Louis, Mo., June 23-28, 1930. Herbert P. 
Sheets, managing director, 130 E. Washington St., 
Indianapolis, Ind. Hotel Headquarters, Coronado Hotel. 

New ENGLAND RetAi HARDWARE DEALERS AsSSO- 
CIATION CONVENTION AND EXHIBITION, Boston, Feb. 
18, 19, 20, 1931. Convention at Paul Revere Hall. Ex- 
hibition at Mechanics Building. A. Fiel, sec- 
retary, 80 Federal Street, Boston, Mass. 

New York STATE Retart HARDWARE ASSOCIATION 
CONVENTION AND Exposition, Rochester, Feb. 17, 18, 
19, 20, 1931. Headquarters, Hotel Seneca. Sessions 
and Exposition at Edgerton Park. John B. Foley, sec- 
retary, 510 Hills Building, Syracuse. Martin Van- 
Dussen, Manager of Exposition, 286 North Street, 
Rochester. E 

SoutH DaKkotra Retait HARDWARE ASSOCIATION 


George 





ConvENTION, New Auditorium, Rapid City, Feb. 3, 4, 
5, 1931. Headquarters, Alex Johnson Hotel. Charles H. | 
Casey, manager and treasurer, 2344 Nicollet Ave., Min- | 
neapolis, Minn. | 


3 Way Dayton Sprinkler 


Three different sprinkling heads are combined in one unit in| 
the 3 Way Dayton Sprinkler. This new product is offered by | 
the Dayton Irrigation Co., Dayton, Ohio. 

A whirler, with circular spray from a few feet capacity up to 
48 ft., an intensified spray up to 28 ft. and a half-spray for curb 
strips and other narrow or oblong spaces are the heads com- 
bined in this unit. By turning top sprinkler so the head wanted 








| 
| 
| 
| 


is above the spring clip indicator, the other two heads are 
automatically shut off. Extent of spray is regulated by pres- | 
sure allowed from faucet. 


Sprinkler measures 7 in. by 7 in. and weighs 3 lb. It has an 
iron base, brass fittings and brass and German silver bearings. 











Rose Checks are silencing Screen 
oors in over 300,000 homes!! 






Rose 
Closes“ 


Doors 
- Swiftly 


Free Demonstrator 


7 Write for this silent sales 
ae man for your counter 
$2 Rose check mounted on 
a miniature door. Custom 
er sees the whole story. 
' Re Free with order for 1 dos. 
i Women everywhere welcome $2 checks. (11 cartoned 
this relief from crashing, 1 mounted). é 
: slamming, banging of screen z 
* doors. And dealers the nation over welcome the sweet e 
* rn ° A) 
F Door Check business that Rose brings them! 
ts a * - 2 
m Rose Screen Door Checks close all light doors 
* quickly . . . without noise . . . and keep them closed! 
ee Strongly made. Easily adjusted to any desired ten- * 
sion. Plenty of checking power. Wrought steel 


unbreakable bracket. Beautifully finished in sprayed 
gold lacquer. List $2.00. 


“77” Sells for $1.00 


acres 






And here’s a smaller, lighter Rose Screen Door 
Check. Simple in construction and_ operation. 
Easily and quickly attached to either right or 






left hand doors. A quick, silent worker. 


Frank Rose Mfg. Co., Hastings, Neb. 






SCREEN DOOR 
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Bevel-Edge Las-Stik 

The Las-Stik Mfg. Co., Hamilton, Ohio, 
has recently perfected the Bevel-Edge Re- 
pair Kit. 

This kit includes small and large size 
patches of bevel edge three-ply white rub- 
ber, a supply of cement and a buffer. These 
patches are large enough to take care of 
rips and tears of various sizes in the inner 


Capi 


m™ BEVEL-EDGE 





tube, with the use of the cement supplied. 
The kit is packed in a green lacquered 
metal box measuring 914 by 6% by 2 in, 
and having five compartments with perma- 
nent fixed partitions. The container can 
be used as a handy box in the garaze for 
cotter pins, nuts, bolts, washers and other 
small parts. 

Las-Stik Bevel-Edge tube patch is also 
available in new size metal container. 
There are 12 cans to each counter display 
carton. 


Embro Floor Cleaner 


The Embro De Luxe floor cleaner is 
being offered by the Embro Mfg. Co., Can- 
ton, Ohio. It may be used for dusting with 
dry cloth or for cleaning otherwise inac- 
cessible places and corners. 





When using this cleaner the housewife 
need not fear scratching of floor or fur- 
niture as there are no exposed metal parts. 
It has a large pressure-bearing surface 
of metal over the cleaning cloth. The 
cleaner is equipped with a strong extra 
leverage and hinged wringer. 

A clean cloth is inserted by opening the 
jaws inserting the new cloth and snapping 


it shut again. Cloths may be used on all 
four sides or may be turned over, thereby 
making one cloth serve as long as four 
wash cloths used without the cleaner. 
Cloths may be washed in the washing ma- 
chine or in the regular laundry. 





Tilette Plastic Cement 


Tilette Cement Co., Inc., 56 W. 50th 
St, New York City, offers the trade 
Tilette Plastic Cement. This product is 
for setting and repairing bric-a-brac, china, 
porcelain, enamel and bathroom fixtures, 
cracked ovens, stoves and fire pots, earthen- 
ware, tile marble, slate, fire bricks, fire- 
places and toilet bowls. 


Wilchile 


Plastic CEMEN 


NT 





The maker says it will withstand unlim- 
ited degrees of heat and that it can be col- 
ored to any shade by mixing with water 
colors. It is packed in 1, 2, 4 and 16 Ib. 
cans and in 50 and 100 lb. drums. 


Atlacide Powder 


Chipman Chemical Engineering Co., Inc., 
Bound Brook, N. J., offers the trade a weed 
killer in powder form. This new product 
is known as Atlacide. 

Atlacide is said to be death to weeds but 
non-poisonous to people or animals. To 
use this product it is only necessary to 


m e WEEDS 




















shake the powder through the sifter top 
of the can, onto the top of the weeds. This 
product is packed in 3% lb. cans and in 
cans containing 1 lb. The one pound size is 
packed in a display carton containing six 
cans, 

An attractive window and counter cut-out 
in six colors is offered for display purposes. 











Pneumatic Door Check 


Brown’s Pneumatic Door Check is of- 
fered to the trade by the E. C. Brown Co., 
Rochester, N. Y. It is made for use on 
any door hung under any condition, and 
will close screen, office, light store and 
all medium-weight doors. 









OT provwn'sm, 


This check may be used on the right or 
left side of the door casing and on doors 
opening in or out. No adjustment is re- 
quired for use with this door check, as a 
regulated line of holes on the side of the 
barrel, varying in diameter, allows the air 
to escape from this pneumatic cylinder so 
that the door closes quickly but silently. 

It has a heavy single piece brass cylin- 
der, fitted with an anhydrous leather cap. 
A tempered spring made to a definite speci- 
fication has adequate power to close the 
door. The door check is so made that it 
will not take a set even if the door were 
propped open against the spring. 


Hose Mender and Couplings 


The Franklin Tool Co., 506 Genesee St., 
Buffalo, N. Y., is offering the trade the 
Franklin rapid hose menders and couplings. 
Leaky hose may be repaired without the 
use of tools, and no mechanical skill is 
required for assembling, says the maker. 





By cutting the leaky part of hose and 
slipping the flanges up to the collar, the 
work is complete. No wires or clamps 
are required for the outside of the hose. 
Menders and couplings are subjected to a 
test pulling machine to a point where they 
register 550 Ib. pressure. They are made 
to fit any make of hose and are composed 


of steel. Stock sizes are % in. ¥% in. and 
34 in., packed in paper cartons of 2 doz. 


Special sizes are made to order. 
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Millions Have 
Been Sold 


a b> Two styles, Flat and 
%e) Round Gear Shift Balls, 
/ no two alike, assorted 
colors of Red, Blue and 
Green 
Onx-glas. 
Regular Size fits various 
cars with use of adapter. 
Ford Special and Chev- 
rolet Special do not re- 
quire adapters. 





These Prices to Rated Accounts Only 


All Three Sizes: One-half gross lots $10.85 
per half gross; gross lots $19.85 per gross. 
HouzeX Brass Adapters for Regular Size 3 
cents each any quantity. We furnish Adapter 
Chart free. 

Retail Prices: Balls 25 cents each. Adapters 
5 cents each. 


Factory to Dealer at Almost 100 percent 
profit to the Dealer 


L. J. Houze Convex Glass Company 


Main Office: Point Marion, Pa. 
New York and Chicago 
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Thats the Rule 7 want 
The, FARRAND RAPID RULE 


The Original Rigid-Flexible-Concave Rule 
Distributed Through Wholesalers 
Manufactured by 


HIRAM A. FARRAND, Inc., Berlin, N. H. 
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“Whena Handle 
Stands Up Under 
Every Test- 


Roaring flood water does not tremble the 
sturdy, well-built bridge pier—neither does 
scorching sun in a dry river bed crack the 
massive post that holds the bridge in place. 
Sound construction weathers every abusive 


test. 


Consider for a moment tool handles 
that bear the drudgery of bridge 
building—one day they splash in 
mud and water and perhaps the 
next they idly bask in a wilting sun. 
Gruelling tests of this kind fail to 
warp and crack the better handles 
of second gtpwth hickory and oak. 
Sallee handles are designed and 
graded by men who know the art of 
handle making—and these handles 
are used by bridge construction 
gangs everywhere. 


Write for price lists and grading sheets. 


SALLEE BROS. 
CAHONTAS, ARK. | 


‘Years’ experience in handle making—from 
tread mill to modern plant production.” 


























HARDWARE 











Wood Screws 
Drive Screws 
Coach Screws 
Machine Screws 
Set Screws 

Cap Screws 

Saw Screws 
Thumb Screws 
Hand Rail Screws 


Special Automatic Screw 
Machine Products 


Stove Bolts 

Tire Bolts 
Agricultural Bolts 
Sink Bolts 

Hanger Bolts 
Machine Screw Nuts 
Stove and Tire Bolt Nuts 
Semi-Finished Nuts 
Castellated Nuts 
S.A.E. Nuts 

Jack Chain 
Plumber’s Chain 





Register Chain 
Safety Chain 
Furnace Chain 
Ladder Chain 
Sash Chain 
Escutcheon Pins 
Speedometers 


The CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warehouses—New York, Chicago, Philadelphia | 
Western Factory—Dayton, Ohio | 
| 



































EVERYBODY’S FANCY |) 
LIGHTLY TURNS To 
PITCHING SHOES | 


Warm sunny days . . 
birds singing . . horseshoes 
ringing . . everybody’s 
fancy lightly turns to 
pitching shoes. 


Sell tourists . . farmers 
. . suburbanites . . firemen 
and most everyone else 
Diamond Official Pitching 
Shoes. Also Diamond 
Juniors and Diamond Ac- 
cessories (stakes . . courts 
. . carrying cases . . ruled 
books . . percentage charts, 
etc.) 





Write for information. 


DIAMOND 
CALK HORSESHOE 
COMPANY 


4622 Grand Ave. - - - Duluth, Minn. 
ERE EE A I TE ae REE ESA 
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This Service Welcomes, Informs and 


Helps the Newcomer 


ONE million new homes formed in America every 
year! 

New jobs, promotions, climate and any number of 
other causes are the reason for such a large total of 
people who find themselves faced with the prospect of 
starting life (as far as home making is concerned) over 
again. 

An enterprising company in Memphis, Tenn., has 
turned the problem of the newcomer into a business and 
good-will builder for many merchants, operating its plan 
cooperatively, in various cities throughout the country. 
It is known as the Welcome Wagon Service, Inc. 

This service, which is a copyrighted plan of merchan- 
dising, systematically establishes immediate contact with 
Mr. and Mrs. Newcomer in the communities where it 
operates. Fitting in, as it does, at the moment when 
old buying connections are severed and a complete new 
set of contacts are to be established it gives those mer- 
chants using it a powerful opportunity to make lasting 
and profitable customers. 





Itt each community a gracious, cultured hostess visits 
Mrs. Newcomer, greets and welcomes her to the city 
and offers her assistance in making her first days in 
the community as comfortable and pleasant as possible. 
She points out that her visit is not for the purpose of 
soliciting orders but does have some delightful tokens 
to present with the compliments of a group of leading 
organizations and institutions. These include such items 
as theater passes, a two-weeks subscription to the news- 
paper, milk, coffee, bread, and other things. Space 
does not permit a full résumé of the plan, but it is 
obviously a valuable means of securing, first, good-will 
of the newcomer, and also much information through 
the friendly chats of the hostess, is available. While 
outlining the important facts about the city, describing 
its points of particular interest and beauty, its schools 
and churches, she finds out the vocation and business 
affiliations of the husband, the number, age and sex 
of the children, whether they live in a furnished house 
or apartment, the make and model of the automobile 
they own, and such information as will be of interest 
and record to the merchants who are clients of the 
Service. 
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Heats Very 


Quickly 


Retails at $2.75 






The Finest Soldering Iron 
Ever Sold at This Price 


Here are the features that sell it: Heating element 
wound with Grade A Nickel Chrome resistance wire. 
Insulation best amber mica. Replaceable forged copper 


tip. Lead wires fully insulated and element perfectly 
secured. 
The 


THE PoP 
ESICO = 
U. 8. Pat. om. ** JUNIOR” que 


Electric Soldering-Iron 


has a strong, one-piece case of 
blued steel and aé_ rich, dark 
mahogany, anti-heat handle. Tip 
machined to fit perfectly. Tip 
diam., 7/16”, length overall, 1234”, 
weight, 16 ounces. 

Standard package—Six in indi- 
vidual boxes or three in boxes and three on Display 
Card. (See Cut.) 





If your Jobber cannot supply youmwrite to us. 


Electric Soldering Iron Co., Ine. 
135-143 W. 17th St. New York, N. Y. 











50 years on a DOOR 


good for 50 years more 














The solid bronze Bommer Spring Hinges swinging the 
big front doors of the old Bank of Manhattan at 40 Wall 
St., New York, since 1880 were still in excellent condi- 
tion when that building was demolished in 1929 to be 
replaced by the new Bank of Manhattan skyscraper of 
73 stories which is also equipped with Bommer Spring 


Hinges—truly an astounding record. 


These Historic Hinges can be seen at our factory 


TRADE MARK 


Millions and Millions of People 
are Pushing Bommer Spring Hinges 
when opening doors 


Factory at Brooklyn, N. Y. 














Patent 
Adjustable 


Extra Heavy H P Screw 


<a> 


Rugged Clamps 


These Clamps show superior construc- 
tion throughout and reflect the painstak- 
ing care to make all Hammer and Com- 
pany’s products measure up to a high 
standard of quality. 








The trade finds them most satisfactory. 


Send for Folder and Prices 











MALLEABLE IRON FITTINGS CO. 


Branford, Conn. 











SIZES 


Every hardware store with 
4 a mechanics’ tool depart- 
ment should stock Porter 
Cutting Tools in these 
three sizes to meet the 
average requirements of 
mechanics, householders 
and auto mechanics. 


Other sizes sell more gen- 
erally in the industrial field 
and are quickly available 
from stocks of leading 
jobbers. 


| 
4 
2 
Pr 
2 
t 
’ 
2 


The range of sizes a store 
should carry varies with 
the store and its trade but 
these three sizes have a 
very general sale. 


ime 


If you are not stock- 
ing Porter Tools ask 
your jobber about 
them—or write for 
catalog. 














KP Portable °° 
CUTTING TOOLS 


H. K. Porter, Inc., 8 Ashland St., Everett, Mass. 


Stock These 


12'. 14". 1 8" 
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TheMADISON 
 W OVERLOOKING OCEAN 7 F 
AT ILLINOIS AVENUE 372 
ATLANTIC CITY,N.J Zz 
A HOTEL g: 
NY DISTINCTIVELY DIFFERENT [7 
EXE JUST COMPLETED Z. 
BNE SHOWERS & BATHS g: 
BN THROUGHOUT g: 
® FIREPROOF a 
F=% SPECIAL WINTER RATES [= 
[@rerencyqumcen @ EUGENE CETTE & 
cgeuge 
ELEVATOR 
eee aie for your convenience/ 
SCREWS ALL OUR BOLTS ARE PACKED IN 
STEP STURDY CARD BOARD BOXES AND 
BOLTS PACKAGES. THEY ARE CONVENIENT 


eeneeees caceeceees: 


TO HANDLE AND STACK WELL ON YOUR 
SHELVES. EACH BOX PLAINLY MARKED 
WITH ITS CONTENTS. 
OUR PRICES ARE 
RIGHT AND DELIV- 
ERIES EXCEP- 

TIONAL / 


eae reeccceeseonrese 


CAP AND 
SET SCREWS 


76 YEARS BACK 
¢] OF EVERY PIECE 
PRODUCED 





Studebaker Ave. 


Guus MILLDALE, CONN‘ Gee 





Glorifying Metal Furniture 


| HOSE of us who have wondered at the way a few 


tising entices the home builder to buy. 





ounces of copper and zinc, worth 14c. and 5c. a 
pound respectively in the ingot, sell for 75c. in the form 
of a brass coat hook are coming to believe that the hard- 
ware industry is not wholly alive to its opportunities. 

This feeling is enhanced by observing the displays of 
modernistic furniture, liberally employing white shining 
metal, steel, rustless steel, aluminum. Persuasive adver. 
“Modernism 
Adopts a Metal Formula” the display lines say, “And 
many are the blessings thereof. “Its infinite durability, 
its adamantine surface, its streamline continuity, its re- 
silient comfort . . . all correlations of present-day living.” 

Well and superlatively said. With the cooperation of 
the skillful advertising men, the steel and alloy industry 
can look to new and profitable markets. 

The pictures of the advertisements show, among other 
things, a nest of three tables. The construction is child- 
ishly simple. First, make a 2 x 7-ft. rectangle of steel 
tubing ; then bend it in the form of an inverted U. Weld 
on a flat plate of metal for the top, and the fabrication is 
complete. The advertisement describes the finish: ‘“Tu- 
bular brushed steel with black lacquer tops. Each piece 
priced according to size. The set complete, $105.” 

Just about what the manufacturer paid for a ton of 
the material—The Iron Age. 


Deniston led-hed Nails 


Each led-hed nail, manufactured by the Deniston Co., 4856 South 
Western Ave., Chicago, IIl., provides a watertight seal for the 
hole which it opens. All the lead in these nails is under the 
head, says the maker. It is for use with corrugated steel roofing. 

According to the manufacturer, the head cannot come off in 
driving, as the hammer hits the actual nailhead and not the lead. 





It drives through sheet steel without the necessity of punching a 
hole and is made of strong notched wire that holds firmly. Tight- 
ness of the fit of the nail head to the roof prevents rusting 
around the hole, according to the maker. 

There are eighty nails to a pound, and the manufacturer esti- 
mates that 100 nails are required for laying 100 sq. ft. of corru- 


gated roofing. 
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POULTRY NETTING 
Galvanized Before and Galvanized c4fter Weaving? 
ee aed = oo 
Wi 


—4) 


RE CLOTH 


! 


IZED STEEL W1 
IncAl Grades 


€ Look for the tag, carrying our name, at the end of every roll! 


(T er] The Gilbert & Bennett Mfg. Co. 


< 
be ‘i Established 1818—Americe’s Oldess Woven Wire Pactory 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City Georgetown, Conn Chicage Kamen Cy 


f 











FAIRBANKS 


TRUCKS 


for every need 
The truck shown is a great favorite with hardware 
dealers who find it a splendid truck for use in their 
own stores and also a good seller for general store 
and warehouse use, where a tapered frame and out- 
side wheels are desirable. May be had either half 
strapped or full strapped. 


Handle and bolsters are constructed of two pieces 
of wood. Reserve strength and long life are built 
INTO it. 


The name FAIRBANKS assures 
every dealer and customer of 
genuine wheelbarrow satisfaction. 
Styles for every known purpose. 


Send for Catalog and Trade- 
Prices 


The Fairbanks Co. 


Boston, New York, Pittsburgh, 
Rome, Ga. 














ie 6 Fig. 272 

/ y Half Strapped 
for 

» Store and 
ian Warehouse 
use. 


Distribution in all 
Principal Cities 

















Two Very Popular 
Grindstones 


Sterling 
and 
Harvest 
King 





Sterling 


“Cleveland” Grindstones 


The Sterling is considered the best mounted foot 
power grindstone on the market. 

The Harvest King (a power grindstone) is a 
favorite with farmers all over the country. Both 
have strong steel frames which may be quickly 
set up and the grindstones or stones are noted for 
their superior GRIT and fast-cutting qualities. 
“Cleveland” Grindstones have a reputation of 85 
years of success. Keep stocked. Send for Com- 
plete Catalog and Prices. 


The Cleveland Quarries Co. 
Cleveland, Ohio By 4, 
283 Front Street, New York meee )e 
AIS 
Nos To 


Lombard & Co., Inc., Boston, Mass. 
New England Agency 











dern Merchandising 
_oer DISPLAY 


hing 
i will net you not 
Chew, oye sist them into practice. 

rs of Hardware Age have 


For years the editors, etene 2S — 
heen telling you to Fae jh odern 
: ble without correct, 
s been serving 
yetelp- 

elp- 

stores— p 
their business. 


le? story, 
the complete Hel 
rad out this ad—pim 2 a 
head and mail—no obligation. 
NY 
W.C. HELLER & Cc M PAHIO 
700 Bryant Street, 


just 


ing to bul 
letter- 


O 
MONTPELIE 


HELLER 


STORE EQUIPM ENT 


BUSINESS BUILDING 


The Snyder & Robbins Store, 
5A 














Why you 
should stock 
Atlas Tacks 


Every box of Atlas Tacks 
and Small Nails contains 
quality, quantity and brings 
quick sales. The boxes them- 
selves will be remembered by 
your customers. . . Ask your job- 
ber for the Atlas line ... they 


are always available in both qual- 


ity 


ATLAS TACK 


VAN 
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and price range. 


CORPORATION 


Fairhaven, Mass. & St. Louis, Mo. 


Double Pointed Tacks and Staples, Rivets and Burrs 


Eschutcheon Pins, Furniture Nails, ete. 






















Rivets 
Roofing Nails 
Scratch Brush Wire 








THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U.S. A. 


Representatives: 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
George E. Quigley, Detroit 
G. M. Baird & Co., Memphis. Tenn. 








Price Weakness Is Still Evident in 
lron and Steel Industry 


Iron and steel prices have undergone additional read- 
justments, buying remains exceedingly cautious and pro- 
duction shows further slight curtailment, with ingot output 
for the country averaging 77 per cent compared with 78 
per cent last week. 

In a spotty market, with expanding demand for certain 
products offset by diminishing requirements in other lines, 
it is difficult.to discern. a definite trend. Although steel 
plants have been producing considerably less than in 1929, 
their output compares favorably with that of previous years. 
Ingot production in April, at 159,358 tons a day, fell 3.4 
per cent below the March rate, but was the largest for any 
fourth month save in 1929 and 1928. Output in the first 
third of this year has been exceeded only by the correspond- 
ing periods in 1929, 1928 and 1926. 

Pig iron production makes a less favorable showing. Ac- 
cording to blast furnace returns to Tne Iron Ace, April 
output was 3,181,868 tons, or 106,062 tons a day, compared 
with 3,246,171 tons or 104,715 tons a day in March, a gain 
in daily rate of 1347 tons, or 1.31 per cent. However, the 
April rate was the smallest for any fourth month since 
1922. Output for the first third of the year, at 12,094,423 
tons, has been exceeded in 10 of the last 14 years. 

Price weakness, although still evident, is not a new de- 
velopment in iron and steel since the trend of the market 
has been downward since the middle of 1929. As measured 
by The Iron Age composite for finished steel pieces are 
$3.68 a net ton lower than 12 months ago and the recession 
in individual products has been even more severe, in the 
case of wire nails amounting to $10 a ton. 

The protracted character of the decline in prices has led 
some of the more hopeful spirits in the industry to look for 
a turn, although signs of such a change are still lacking. 

l‘or the third consecutive week pipe line awards feature 
steel demand. The National Tube Co. has booked’ a total 
of over 300,000 tons in three weeks. On top of 480 miles 
of 24-in. seamless pipe for a Southwestern gas line to be 
laid for the H. L. Doherty interests, it will. supply 250 
miles of 65g-in. seamless pipe for part of a gasoline line to 
be built by the Sun Oil Co. from Philadelphia to Cleveland 
and 80 miles of 8%-in. for a gas line for the Atlantic Re- 
fining’ Co. The long talked of Amarillo-Chicago gas line 
is now believed to be coming to a head, while the Southern 
Natural Gas Corporation plans to lay an 800-mile line in 
the Southwestern States. 

The Iron Age composite price for finished steel has 
dropped to 2.228c. a lb., from 2.242c. last week. It is $3.68 
a net ton below the price of a year ago. The pig iron com- 
posite price remains at $17.67 a gross ton, $1 below what 


it was a year ago. 


Tall Buildings 


In studying the economics of constructing tall build- 
ings, the American Institute of Steel Construction found 
the engineering height unlimited for practical purposes 
hecause of the flexibility of modern structural steel, but 
found a real limit due to other causes such as elevator 
service. And too low buildings were found expensive. 
Where the land value is $200 a square foot, the maxi- 
mum return is derived from a building of 63 stories; 
but where the value is $400 a square foot, the most eco- 
nomical height is 75 stories.—Vation’s Business. 








HARDWARE AGE for MAY 15, 1930 























@ 7 


if) 














370 ATLANTIC AVE., 





THE ELASTIC TIP COMPANY 


MANUFACTURERS OF 


RUBBER GOODS AND SPECIALTIES 


SEND FOR ILLUSTRATED CATALOGUE OF OUR COMPLETE LINE OF 
FAST SELLING TIPS FOR ALL PURPOSES 











BOSTON, MASS. 
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FORSTNER 
Labor Saving 


AUGER BIT 


Bores Any Arc 


of a Circle Many 


New Uses 


The Forstner Auger Bit, un- 

like other bits, is guided by its 

circular rim instead of its center, 

consequently it will bore any arc of 

. a circle, and can be guided in any 

Pa direction regardless of grain or knots, 

F leaving a true polished surface. Takes 

> y © the place of a chisel, gouge, scroll-saw, or 

a lathe tool combined. For core boxes, fine 

» and delicate patterns, veneers, screen work, 

scalloping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 
Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 











Dear Editor: 


First of all we want to thank you 
for getting up such a wonderful magazine as 
HARDWARE AGE and will say a store which is 
not a subscriber of same, should be I myself 
await it with pleasure every week and read 
sume from first to last page as one can learn 
as much from Harpware AGE as by actual 

experience. 
We remain, 
Yours truly, 
Gundersen Brothers 
(Signed) James Gundersen 
Plainfield, N. J 
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Window Front 
Packets 
speed up sales of 


MOORE 





PUSH - PINS 


Moore Push-Pins 


Glass Heads—Steel Points, 2 sizes 


In our new snappy colored packets, 
your customers see the size they need. 
Get a Style “A” Cabi- 
net from your Jobber. 
It will bring good prof- 
its to you. 


Contains 150 10c. pack- 
ets of Moore Push-Pins 
and Moore Push-less 
Hangers, to hang up 
things. 


Constantly advertised. 


MOORE PUSH-PIN CO. 
Wayne Junction Philadelphia 








Established 1900 


























Meet Your Tra 


bh At pt 
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Write for Catalogs and Prices “ 

The Stewart Jron Works Company, Inc. 
625 Stewart Block, Cincinnati, O. 








EVERYTHING 
in LRON, WIRE 
eand —_——— 
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Hot of th® Nail Me 


Little yarns that others have laughed over 


culled from various sources. 


As a contem- 


porary puts it; “Some of them have been 


copied, the rest will be.” 











A shortage of fruit is re- 
ported from New York. We 
hope they won’t make a song 
about it as they did when they 
ran out of bananas a few years 
ago. 


The days are getting so we 
can read most of the news by 
scandalight. 





Prof. (to student who has 
been late often)—“When were 
you born?” 

Stude—‘“The 
April.” ; 

Prof.—“Late again.” 


second of 





“What are you doing these 
days, Ole?” ; 
“I bane a snake in a round- 


house.” 
“What's that?” 
“A viper.’ 





Politician: “Congratulate me, 
dear, I got the nomination.” 

His Wife: “Honestly!” 

Politician: “Why bring that 
up?” 





“Madam, do you mind if I 
smoke ?” 

“Oh, dear me, no. I don’t 
give a damn if you burst out in 
flames !—Gimme a light!” 





Dr: Blank: “What you need, 
young lady, is a little sun and 
air.” 

Young Thing: 
you! 
ried.” 


“How dare 
Why, I’m not even mar- 





A woman, testifying on be- 
half of her son, swore that he 
“worked on a farm ever since 
he was born.” 

Triumphantly the opposing 
lawyer leaned over to her and 
thundered: “You tell this court 
that your son worked on a 
farm ever since he was born?” 

“T do.” 

“What did he do the first 
year?” 

Her answer came _ without 
hesitation. “He milked.” 





The sooner anyone gets rid 
of the idea that he can beat a 
lawyer in a business transac- 
tion, the better for him. -Who 
has ever heard of it being 
done? 

A lawyer’s dog one day stole 
a piece of meat from a butcher’s 
counter. The butcher, knowing 
to whom the dog belonged, 
went to the owner that evening 
and put the following question 
to him: 

“Sir, suppose a dog steals a 
piece of meat from my shop, 
have I a right to make the 
owner pay for it?” 

“Certainly,” replied the law- 
yer. 

“Very well,” said the butcher, 
“I’m sorry to tell you that it 
was your dog who stole my 
meat. It weighed three pounds. 
You therefore owe me a dollar 
and a half.” 

Without saying a word the 
lawyer took out a dollar bill 
and a fifty cent piece and gave 
them to the butcher. The next 
day the butcher received the 
following statement from the 
lawyer : 

‘Due, from A. B., the 
butcher, to Y. Z., the lawyer, 
$10 for legal advice.” 





Jinks: “Why has Jones been 
looking so worried?” 

Binks: “He had water on the 
knee on St. Swithin’s Day.” 





Fred: “Why all the bandages 
around your head?” 

Ted: “Rotten bridge.” 

Fred: “Break through?” 

Ted: “No, trumped my wife’s 


” 





Vi 
eo. 

Farmer: “Thought you said 
you had ploughed the 10-acre 
field?” 

Ploughman: “No, I only 
said I was thinking about 
ploughing it.” 

Farmer: “Oh, I see; you’ve 
merely turned it over in your 
mind.” 





Two little youngsters were 
earnestly looking in a barber 
shop window while the barber 
was singeing a customer’s hair. 

“Holy smokes, Jimmie,” cried 
one, “he’s lookin’ fer ’em wid 
a light!” 





“I heard your son is an un- 
dertaker. I thought you said he 
was a_ physician.” 

“Not at all. I just said he 
followed the medical profes- 
sion.” 





General: “Confound you, sir, 
why don’t you be careful?” 

Army Clerk: “What do you 
mean, sir?” 

General: “Why, instead of 
addressing this letter to the in- 
telligence officer, you have ad- 
dressed it to the intelligent offi- 
cer. You should know there is 
no such person in the army.” 





Improved machinery enables 
a man to accomplish almost as 
many things as a woman can 
with a hairpin. 





A greenhorn had been about 
Vancouver for some time with- 
out work, but finally got a job 
cutting slabs into stove lengths. 

The hazy circle at the outer 
edge of the circular saw had a 
tremendous fascination for him, 
and at last he put his finger 
over it to see just what it was. 

As he stood gazing at the 
bleeding finger stump, the fore- 
man came along, “Well, what’s 
the matter here?” he said. 

“Blime me, if I know,” was 
the reply. “You see I just put 
my finger over the saw like that 
—My gawd, there’s another one 


” 


gone! 





The following advertisements 
appeared in various papers some 
years ago: 

“Bulldog for sale; will eat 
anything; very fond of. chil- 
dren.” 

“Wanted a boy to be partly 
outside, and partly behind the 
counter.” 

“Widow in comfortable cir- 
cumstances wishes to marry two 
sons.” 

“Animal sale now on; don’t 
go elsewhere to be cheated; 
come here.” 

“A lady wants to sell her 
piano as she is going abroad in 
a strong, iron frame.” 

“Wanted, an airy bedroom for 
a gentleman 22 feet long and 
11 feet wide.” 

Recently this line appeared in 
a daily paper: 

“A carload of bricks came in 
for a walk through the Park.” 





“T envy that fat woman when 
she laughs.” 

“Why ?” 

“There seems to be so much 
of her that is having a good 
time.” 
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NET-WICK 


Poultry Fence Never Sags 


Our new combination of mesh and gauge 
wire is reinforced so securely that no 
rail support is needed at top or bottom 
to prevent sagging. Both Horizontal and 
Perpendicular wires are FULL GAUGE 
and made from best Open Hearth Steel. 
We control every operation. Galvanized 
before or after weaving. Your jobber will 
supply you. 
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SAMSON TRADE MARK 


N79 Vi, (1) i OL 0) <9 DYN EC) SAO) 50.60) 


BOSTON, MASS. 
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SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 
“There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS * COTTON TWINES 


Send for catalogue, samples and selling information 





Stone 
Working 
Tools and 


Supplies 
Complete catalog on request 


TROW & HOLDEN CO. 


Barre, Vermont 








QUALITY-BUILT 
STEEL PULLEYS 


TACKLE or AWNING PUL- 
LEYS IN A VARIETY OF 
SIZES — GALVANIZED 
FINISH 


Superior in every way to cast 
iron pulleys. Sold at equal 
prices. 





See your jobber or write direct 
for prices and information. 


Hart & Cooley Mfg. Co, 
61 W. Kinzie Street, Chicago 
Factory—Holland, Michigan 











SPEED UP 
























SALES 
Allith 
ROLLING LADDERS 
like Allith hangers—are always on the 
track. They speed up sales by reducing 
the time needed for each sale. They are 
attractive, durable, roll quietly and run 
freely. Your post card will bring prices 
and information by first mail. 


ALLITH - PROUTY COMPANY 
DANVILLE, ILLINOIS 














ARMSTRONG BROS. 
Line of Better Pipe Tools 









ACH is an improved tool so de- 
signed and made as to embody the 
best features of its type and yet 

be free from the weaknesses which ex- 
haustive tests have exposed in other 
makes. 


The Open Side Vise is quick in action, 
convenient in operation and strongly 
built. The body is of Certified Mallea- 
ble Iron, the jaws tool steel, milled, 
treated, tempered and tested. 








Write for Catalog P-10 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 
314 N. Francisco Ave. Chicago, U. S. A. 


We Are Headquarters 
for Washers of Every Type 


Make all kinds and sizes of Wrought 
and Steel Plate Washers. Roll the 
plate expressly for the purpose at our 
own works. Have specialized in this 
work for over 40 years. Also STAMP- 
INGS. 

MILWAUREE 

ROY See Buy from Headquarters and save 
money. Send for 45 page Catalog. 
It contains practical washer informa- 
tion that every dealer should know. 


Wrought Washer Mfg. Co. 
46 South Bay St., Milwaukee, Wis. 
The World’s Largest Producer of Washers 























The NEW Silvery 
McKAY TIRE CHAINS 


satisfy motorists everywhere because they’re 
built to last, because they’re equipped with 
a better fastener, because the silvery finish 
adds to the car’s beauty. 
UNITED STATES CHAIN & FORGING CO. 
Union Trust Building, Pittsburgh, Pa. 








MSKAY TIRE CHAINS 


~ MSK 
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CLASSIFIED OPPORTUNITIES 























Use the “Classified Opportunities Section” to reach Hardware Manufacturers 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


CLASSIFIED ADVERTISING THE FOLLOWING RATES BOXED DISPLAY RATES 
1 isccusbesboustsncavsce esac 
RATES apply to “Business Opportunities,” “Sales Each” additional inch.........0006 “i 
Accounts Wanted” and “Sales Representa- 
aetna tives Wanted” Advertisements. Discounts for Classified Ad 
: SGI ES pe “i 4 inserti 1 ff; 8 insertions, 15% off 
Positions Wanted and Help Wanted Set Solid, Minimum of 5 lines......$3.00 i ae ee ee a gg: dt ia 
advertisements at Special Rate of Pre ataspcetd “na a . a eoee 4 not Fa _ Wanted or Help 
ini fift a HARDWARE AGE is published each Thursday. 
one cent a word, minimum fifty Each additional line............ .80 cusno clasp Wine Thaw anetbbas Go Gas at 
cents per insertion. Average 10 words to a line publication. 
Allow One Line for Keyed Address Address your advertisements and replies te 
. HARDWARE AGE, Classified Opportunities, 
Remittance Must Accompany Order 239 West 39th St., New York City 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers 
































_ POSITIONS WANT ED 


( COMP ETENT Contract Man and Detailer thoroughly experienced 
scheduling hardtvare from Architects plans and specifications. Can take 
complete charge of contract department. Seeks permanent connection with 
manufacturer or distributor or will act as independent broker. In New 
York metropolitan district and Long Island. Has select clientele of 
architects and contractors in this territory. Address Box 1-822, care 
of Harpware AGE, New York City. 


HARDW ARE man, age 38, experience of 16 years clerking, buying, 

marking goods, outside selling, collection, manager, general hardware 

builders wares, stoves, sheet metal, plumbing supplies, chinaware, toys, 

furnishings, harness, implement repair, estimate gas plumbing set ap 

pliances. Travelled 16 states for large stove concern; Okla., Kansas 

“agg ene Present employed, references. Address G. M., 423 East Ave., 
Joseph, Mo. 





SALESMAN—Fifteen years’ experience, wantin Jobbers and Retail 
Hardware Department Store and Sporting Goods Buyers New York, Penn- 
sylvania, Northern Ohio; Not New York City, not Philadelphia. First 
class references. Wants lines of real merit to match conscientious effort; 
either full or part time. Address Box 1-806, care of HARDWARE AGE, New 


York City. 


BUSINESS OPPORTUNITIES 





FOR SALE—Business and building in Weston, Missouri, consisting of 


hardware, 


implement, furniture, plumbing and tin shop. Reason for sell- 


ing, recent death of my wife and failing health. Yearly sales run from 


$60,000 to 
Hardware 


$70,000. If interested, call or write for particulars. Rumpel 
and Implement Company, Weston, Missouri. 





GENER 


50 years, 


AL HARDWARE Electrical Plumbing Business Established 
busy shopping center of N. H., income $42,000 yearly, nettin 


$7500; clean merchandise, will inventory $25,000, fixtures $4000; rea 


bargain f 


or $22,000, terms arranged; Boston Business Exchange, 73 


Tremont St., Boston, Mass. 


FIXTU 
necessary 


HARDW 





RES—LATEST TYPE—FOR SALE—AIl modern equipment 
to a hardware business. Priced to quickly close estate. MOHR 
AR E COMPANY, Bay City, Mich. 





HARDWARE Stock for sale at your own price to close estate. MOHR 


HARDW. 


ARE COMPANY, Bay City, Mich. 





SALES ACCOUNTS WANTED 











HARDWARE man with ten years’ experience in retail and wholesale 
hardware business and plumbing supplies is desirous of associating in 
a sales capacity with established retail or jobber in metropolitan New 
York, Long Island or New Jersey. Married. References eg For 
full details write Box 1-820, care of HaRrpwAre AGE, New York City. 





SALESMAN-—30, married, with car. Wide acquaintance with hardware 
dealers and “- in New England desires connection with reputable 
manufacturer. Capable of introducing a new product advantageously. 
Prefer salary or drawing account against commission. Excellent references. 
R. J. MUNSEY, 9 Alhambra Rd., West Roxbury, Mass. 


We 
Winn 
Autor 
be so 
basis. 
New 


representing United States manufacturer of a product to 


stern Canadian Representative Available 


ipeg manufacturer, selling Electrical Hardware and 
notive Jobbers in Western Canada is interested in 


ld to the same trade. Will handle on a commission 
oO tag Box 1-817, care of HARDWARE AGE, 
ork. . 





~ 








HARDWARE MAN—14 years’ experience shelf and builders’ hardware, 
tools, plumbing, electrical supplies and paints, desires a permanent con- 
nection with opportunities in or near Metropolitan territory. Can furnish 
A-1 references. Address Box I-813, care of Harpware Ace, New York 


City. 





CAPABLE Hardware, Mill Supply and Building Material man; for- 
merly manager large Southern jobbing house, desires new connection as 
manager, buyer or executive or would represent reputable manufacturer 
in South where he has large following. Highest credentials. Address 
Box I-807, care of Harpware Ace, New York City. 





YOUNG MAN, age 29, wishes to establish himself with a. progressive 
wholesae Hardware and Mill supply company, which will grant oppor- 
tunity where ability and integrity are appreciated. Selling and inside 
detail routine, 10 years’ experience, Christian. Address Box I-808, care 
of Harpware AGE, New York City. 


BUSINESS OPPORTUNITIES 


ADDED PROFITS DERIVED FROM THE SALE OF GENUINE 
NAVAJO RUGS direct from the Indian reservation. More demand for 
these rugs each day. A liberal arrangement will be made for those who 
wish to add this profitable line. Gallup Mercantile Company, Gallup, New 

exico. 











FOR SALE—Retail hardware business in northern part of New Jersey, 
Inventory and Fixtures $25,000. Splendid opportunity. Established 30 
years. Rent reasonable. Population 23,000. Diversified industries. Five 
railroads. Address Box J-818, care of Harpware AGE, New York City. 





FOR _SALE—Modern Heller fixtures, complete, used only one year in 
store 18 by 40 feet. Repossessed. Will sell at substantial discount. Ad- 
dress Box I-823, care of Harpware AGr, New York City. 











ROYAL NATIONAL EXPORT CORPORATION 

















Subsidiary of National Varnish Company, maintaining five salesmen 
in Argentina, Uruguay and Brazil, with offices in Buenos Aires and 
Rio de Janeiro will take on few selected hardware items on com- 
mission basis. The restricted number of lines and intensive indi- 
vidual attention offer unusual representation. 

NATIONAL VARNISH COMPANY, 

153 West Avenue, Long Island City, N. Y. 
OPPORTUNITY for Manufacturer, who desires sales service in Pacific 

Coast territory. Sales organization, 5 experienced salesmen, offices San 


Francisco 
and jobber 
Hardwz are, 
Builders’ 

Ye ork C ity. 


and Los Angeles, 15 years’ experience selling large dealers 
rs. Can handle one or two additional accounts, commission basis. 

Housefurnishings, Electrical Appliances, Tools, Cutlery or 
Hardware. Address Box I-819, care of HArpwWArE AcE, New 





SALESMAN and former branch manager desires connection with manu 


facturer. 


Age 34 and single. Excellent character and habits. Can fur 


nish best of references from previous employers. Familiar with hardware 
and mill supply jobbers of Central Southern States. Address Box J-821, 


care of H 


ARDWARE AGE, New York City. 





CHICAGO District Distributor Selling Industrial Plants, wants to 
add to present supply lines. Requires high grade items on exclusive ter- 


ritorial ar 


rangement. Can buy outright, carry stock or sell on a com- 


mission basis. Address Box 7376-A, care of Harpware Ace, Otis Blidg., 
Chicago, IIl. 





SALES REPRESENTATIVES WANTED 





WwW ANT 
northern 
references. 


salesman bovine following with retail hardware trade in 
New_ Jersey, salary proposition. State experience and give 
Address P. O. Box 480, Lancaster, Pa. 
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CLASSIFIED OPPORTUNITIES 





SALES REPRESENTATIVES WANTED 


SALESMEN calling regularly on hardware jobbers and larger dealers 
and department stores to sell highest quality sharpening stones—Pocket 
and Desk Hones, Kitchen Knife Sharpeners, Scythe Stones, Oil Stones 
and Grinder Wheels—as side line on commission basis. Quick sellers and 
repeat. Few light samples. Prices that will get the business. GOODRICH, 
1500 Madison, Chicago, I 








SALESMEN WANTED—A_ good commission promptly paid; good 
prices on good, honest goods; will sell trade that will repeat. Want a few 
good men who can sell Rope to responsible concerns. Write stating ter 
ritory now covered and give references. INTERNATIONAL CORDAGE 
& YARN COMPANY, 163 Front Street, New York City. 





SALESMAN—calling on hardware trade to carry a line of dog collars 
and leather specialties. This is a commission proposition, and a splendid 
opportunity for a live wire. State lines carried and territory covered. 
References required. THE LWEATHERCRAFT COMPANY, N. W. Cor. 
5th and Commerce Sts., Philadelphia, Pa. 


SALES REPRESENTATIVES WANTED 





YEAGER-DECAL CO., desires representatives calling on Paint dealers 
and Hardware stores to take over established protected territories in 
various parts of the country. This will be a good paying side line but 
must be non-conflicting. A-1 references required. 125 South 10th Street, 
Philadelphia, Pa. 





WANTED-—Salesmen by old reliable New York manufacturing con- 
cern to handle on commission basis a product used in place of pure white 
lead. Is non-poisonous. Ground in pure linseed oil, for outside use, and 
at an attractive price. Also several other fast selling items. Address 
Box I-811, care of HARDWARE AGE, New York City. 





SALESMEN covering hardware jobbers or department stores in New 
England, Middle West or South. Attractive commission basis. State 
references and territory. Address Box 1-816, care of HARDWARE AGE, 
New York City. : 








_LUSTROUS Aluminum Stove Pipe beautifies a gas stove, and lasts a 
life-time. Every stove dealer a prospect. Territories open. McCarthy 
Mfg. Co., Pear Ave., Cleveland, Ohio. 








TELL YOUR NEEDS TO THE WHOLE 
WORLD OF HARDWARE 


Secure a Position, Locate a Salesman or Representative, Hire 
an Employee, Choose a Partner, Sell a Business, Rent a Store, 
or Profit to the Fullest by your share of Business Opportunities 


Make your wants known in the 


CLASSIFIED ADVERTISING SECTION 


HARDWARE AGE 


of 











isn t it? 








SALES REPRESENTATIVES WANTED 


In a recent issue of this paper under the classification 
of “Sales Representatives Wanted’ were twelve dif- 
ferent advertisements for salesmen calling on the re- 
tail hardware trade. 


It looks as if hardware concerns knew where to ‘go 
for hardware salesmen, doesn't it? 


And by this same reasoning it looks as if these con- 
cerns reckon that men know where to “go to find 
these opportunities. 


It’s a good paper that serves the trade ‘both ways, 
Try it and see. 


HARDWARE AGE, 239 West 39th St., New York 
“ Classifed Opportunities Section’ 


Address— 
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MOE’S GARDEN TROWELS 





Fine 25c Leaders 


Made of smooth heavy pressed steel, with blade and 
handle all in one piece. 

Accurately formed, full size, and just the right shaped 
handles to afford an easy grip without fatigue. 


High grade durable tools, finished in baked black 
enamel and fitted with nickel plated end caps. 


Write for Catalog and Prices. 


(loEFT & COMPANY 


2305 Davis St. North Chicago, Il. 


==] FAIRMOUNT 





A Different 
Goose Neck Bar 


Typical of the quality and utility of Fairmount Drop 
Forged Tools is the Fairmount Goose Neck Bar. 


Its broad flat lever surface and its deep properly de- 
signed jaws permit a steady and strong purchase from 


every angle. 


You give full value when you sell this different kind of 
Goose Neck Bar, and you profit accordingly. Write for 
full particulars. 


Also available in six other sizes. 


[FAIRFZOUNT| 


rele) re 10) (C1), [emote 


10611 QUINCY AVE CLEVELAND, OHIO 





Ya RMOUNT TOOLS 


POPULAR SIZES 
No. 493—%"x24” 
No. 494— 3% "x30” 
No. 497—% "x30" 
No, 499— 1”x36” 


GIVE SERVICE AND as |7 













Keep D119 DOMES of 
SILENCE Display Cabinet 
on your counter working 
for you. 

It pays good dividends on 


the small space it oc- 
cupies. 


DOMES SILENCE 


Better than Casters 











Contents costs 
dealers $3.00. 
Sells for 
$4.80. 


Gross sets 
cost $9.00. 
Sell for 
$14.40. 


If your Jobber 
cannot’ supply 
you—write 
us direct. 


We also make all 
grades of Sliding 
Casters, Pin 
Slides, Felt Slides, 
Radio Felt, Feet, 
Insulated Slides, 
etc. 


DOMES of SILENCE, Inc. 
21 Pearl St., New York City ion pianos 

















Hardware 


Cloth 


Smooth, round, 
standard size 





wire, woven 


“ysert—e 
mate ba shone 


¥ ‘ 
n — ( bead 
_—_— iv¢ te 
a np. . — $ , 4 


evenly and heav- 
ily galvanized. It 
always unrolls 


true to form. 


G. F. Wright 
Steel & Wire Co. 


Worcester, Mass. 


























HARDWARE AGE for MAY 15, 1930 




















is where you must look for real value in punches and chisels. 


Quality 


in the Crescent-Smith & Hemenway line starts with the material. Only 
steel of a specified analysis, depending upon the use for which the tool is 


@alhia as 


WOOD, 


CAPE, 


ROUND 
NOSE, 


DIAMOND 
POINT, 


HALF 
ROUND 
NOSE, 


COLD. 


DROP 
FORGED 


FROM 
SPECIAL 
STE, 


CAREFULLY 
HARDENED 
AND 
TEMPERED. 


OLGR yal 42) 
POINTS. 


designed, goes into these punches and chisels. Crescent heat 
treatment puts the “stuff” in them. These tools are hardened 
all the way thru. That’s why we sell them with a “money- 
back” guarantee. Identified by the “S © H Co.” mark— 
bright red heads, black shanks and polished points. 























PUNCHES 


SOLID, 
PIN, 
PRICK, 
CENTER, 
REPAIR. 


STAR 
DRILLS 


12 and 
18 INCH 
LENGTHS, 


% TO 
2% INCH 
POINTS. 


GIVE 
et olo}») 
SERVICE 
UNDER 
HARDEST 

















HARDWARE AGE for MAY 15, 1930 











YGhe New CRESTWOOD Gray © 


Free with Services for Six, Eight or Twelve 







































ss Chis Gray comes to you without any additional cost, with twenty-nine, thirty-four and fifty-piece sets 4 
pg Os Oe Prate Designs. The illustration shows the new D ign RO 
in any one of the six Community Piate Designs. The illustration shows the new DEAuvILLE Design 








N the tasteful simplicity of a sil —_ will respond instantly to such a dis- 
a frame,the soft pastel tones _ play. It makes selling simpler and 
of this Venetian Serenade scene _ swifter,especially when they realize 
heighten the beauty and grace of that you give them this charming 
Community PLate.Yourcustomers anduseful accessory absolutely free. 







The New Crestwood Tray is featured in both color 
and black and white in the current ComMuNITY PLATE 
advertising campaign, reaching 20,000,000 consumers. 


, COMMUNITY PLATE J 











